








The Hardware Dealers’ Magazine” 
PUBLISHED EVERY THURSDAY “\ 


THE EVEN PRESSURE SPRAYING MACHINE 


The FIRST Twin Rotor Double Power Compressing Unit. 


The FIRST Complete Spraying Machine,—at a price, large 
enough to do any kind of painting work. 


The FIRST properly engineered, full sized unit, whose 
Compressor, Spray Gun and Pressure Material 
Tank were designed and built in the proper 
relation, one to the other. 


Compressor lubricated for six months’ service .. . Sturdily 
built for long, hard usage. 


TWIN ROTOR COMPRESSING Spray Gun interchangeable for Cup 


ONIT WITH MATERIALTANK oy. Pressure Material Tank ...Be the 


2-Gal. Material Tank _ " 
124 Fe. of Fluid end Air Hose FIRST to present this unusual Spray- 


TWIN ROTOR COMPRESSOR COM- ing Machine to your customers, — 
WITH 20FT.ELECTRICCABLE — write for dealer proposition today. 


$gg5° 


ANNE ROTOR COMPRESSING THE ATOMISTER CORPORATION 
UNIT WITH CUP GUN 39 WEST SCOTT AVENUE 
1- RAHWAY, N. J. 


* Cup Gun 
7 12% Ft. Main-Line Hose 


TWIN ROTOR COMPRESSOR COM. ’ 
PLETE WITH 20FT. ELECTRIC CABLE 
| $595° 4 » a 
re 


he 
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LAMSON 
service...1S 
now greater 
than ever! 






























Plants in Cleveland and Kent, 
Ohio; Chicago and Birmingham 
now give Lamson & Sessions the 
advantage of wider and speedier 
distribution. Increased manu- 
facturing facilities have made it 
possible to offer consumers and 
distributors the most complete 
line of bolt and nut products in 


the world. 


Yet despite the tremendous 
production of eight plants now in 
operation, customers can depend 
on it that Lamson & Sessions’ 





jealous regard for their reputa- 
tion for highest quality will 
always be maintained. Each step 
in the manufacture of Lamson 
products is carefully watched, 
from adequate and complete 
laboratory tests on raw materials 
to the finished package, ready 
to ship. 
THE 
LAMSON & SESSIONS CO. 


General Offices 
Cleveland, Ohio 


LAMSON 


& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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Your Chisel Trade? 


When a carpenter, plumber or electrician 
comes into your store and buys a chisel, do 
you feel that he is going to be satisfied with 
his purchase? Is he coming back for more 
goods, or is he going to try some other store? 


You know if the chisels you sell him break 
off at the neck or dull too easily that he will 
buy some other brand than the one you 
handle. On the other hand, if he is satis- 
fied with their value he will come back for 
more. 


You are taking no chances when you sell 
Greenlee Chisels to hard tool users, because 
Greenlee has been manufacturing high 
quality tools for over a quarter of a century. 
During this time these tools have built up 
a lasting reputation for quality and service. 


Only materials of the highest grade are 
used. The blades are made from a crucible 
steel of special analysis, that combines 
toughness, uniformity and ability to take 
temper for a fine, lasting cutting edge. 


The shanks are drawn from the bar, but 
on socket tools the blades are invisibly 
welded to sockets of seamless drawn steel 
tubing, the best known method of produc- 
ing sockets for strength and uniform shape. 


Each chisel made is the result of the best 
known methods of manufacturing, temper- 
ing and finishing. And every tool is care- 
fully inspected and neatly packed under the 
Greenlee Brand and bearing the Greenlee 
guarantee against imperfections of materials 
or workmanship. 


Write for our new booklet, ‘Tools for 
Carpenter, Electrician and Plumber.” 





District Sales Offices: 


NEW YORK: 15 Warren St. NASHVILLE: 504 Cotton States Bldg. SEATTLE: L. C. Smith Bldg. 
BOSTON: 34-38 Binford St. SAN FRANCISCO: Sheldon Bldg. VANCOUVER: 2808 39th Ave. W. 
PHILADELPHIA: 2401 Chestnut St. LOS ANGELES: 1301 Washington Bldg. MONTREAL: 129 St. Peter St. 






Tools that 
Stay Sold- 







GREENLEE TOOLS 


Greenlee Fool Co., Rockford, 7!) 
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at the factory. 
Slightly higher 


west of Rockies. 


Conte 


Model 114 


Model 114 is equipped with 
heavily nickeled and highly 
polished inner tub of solid 
copper with steel thermal heat 
retaining jacket as in all 
Conlon Models. Lovell Pres- 
sure Cleanser with 2" pure 
rubber balloon rolls. The 
exclusive Conlon Process of 
lacquer finish and the highly 
efficient Conlon driving mech- 
anism is employed. 


Compare 
and be 


Convinced 


Genuine Porcelain Tub fused on 
Armco Ingot Iron with Steel 
Thermal Heat Retaining Jacket 


Conlon Model 100 is designed with inner tub of 
genuine porcelain fused on Armco Ingot Iron. 
The inner tub has an outer steel jacket, the double 
wall tank construction, distinctive of all Conlon 
models, creating an air insulation which keeps 
water hot 40% longer by test. The outer jacket 
is lacquer finished by the special Conlon process, 
guaranteeing durable and lasting finish. Double 
wall construction insures against damage in 
handling or demonstrating as well. 


A Mechanism of Highest Efficiency 


The Conlon driving mechanism built to precision 
is designed with minimum moving parts. These 
parts running in oil in sealed gear case eliminate 
all oiling and insure substantially service-free 


performance. 


10 Year Rebuilding Agreement 


Conlon Washers and Ironers having been devel- 
oped to the highest standard of efficiency, we will 
rebuild for the sum of $25.00 any Conlon Washer 
or ironer returned to the factory within 10 years. 
Many of our Washers after more than 15 years 
are still giving the same high degree of satisfac- 
tion as when originally purchased. 


Conlon Merchandising Plan 


The Conlon Merchandising Plan has been enthusi- 
astically accepted by dealers because it means 
moderate investment, quick turnover, big volume 
and satisfactory profits. It offers dealers a sound 
and practical selling plan. The results which 
Conlon Corporation and Conlon Quality has 
produced for them have more than justified their 
merchandising wisdom. 














OO aca an eager a sashes 


Co’ Washers and Ironers 


Offer You the Outstanding Opportunity 
for Increased Sales and Profits for 1930 





Fully Automatic 
Cabinet Ironer 


Conlon Cabinet Automatic Ironer Model D is 
fully automatic—it irons everything—presses any- 
thing—and the rest of the week it serves as a 
kitchen utility table. You can offer your customer 
three distinct and important pieces of modern 
household equipment all for the price of one. 


It is built to the high standards of quality for which 
Conlon Products are noted—has the most modern 
operating and safety features. 





Only the Conlon Automatic Ironer has exclusive 
built-in features that assure satisfied and enthusi- Model “D” 
astic customers. 


Mailing the attached coupon will afford you the 


Opportunity to consider the unusual sales possi- $ at the factory. 
bilities offered by the sound merchandising policy Slightly higher 
back of Conlon Washers and Ironers. 


west of Rockies. 


CONLON CORPORATION 


19th STREET AND 52nd AVE. CHICAGO, ILLINOIS 


Manufacturers of Quality Electric Washers and Automatic Ironers for the Home Since 1913 


OO TE ho TEE 


MAIL 
COUPON 


for 1930 loose-leaf binder 
catalog and details 


Conlon Corporation, 
Dept. A, 19th St. & 52nd Ave., 
Chicago, Illinois BS .00cdeeckecennbentiaues 


Send full details of the CONLON Franchise, including selling 
plan, discounts, catalog, etc. 


of the 
CONLON FRANCHISE UNIROSS ia, takes % gt eels cle aS late Sr Racatn® Cie Ow ib wie HWE Rw eS 
and ET ee eT ee ee ree ee ere 
MERCHANDISING , 
City AME Stale. .ccccsccrccccrsvevecececccseccccccosece niacesae 


PLAN 
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TALITY<DETTER PROE 


‘Outstanding values in every type of safe, spruce lad- 
der have made RICH the fast selling line. 


Patented creosoting process for treating ends of 


rungs preserves them against shrinking and rotting. 
This added protection is an exclusive RICH feature. 


You can increase your ladder business and profits 
by selling these light-weight, durable RICH 
LADDERS. 


Write for Catalog and Prices. 
WE PAY THE FREIGHT 


The Rich Pump & Ladder Co. 


Cincinnati, Ohio 


There is a RICH LADDER 
for Every Purpose: 


Extension Ladders 
Straight Ladders 
Orchard Ladders 

Step Ladders 

Platform Ladders 
Sectional Ladders 
Window Cleaning Ladders 
Trestles 

Scaffolding 

Adjustable Scaffold Jacks, 
and many others. 


TRADE MARK 














“N 
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Quality Plus Advertising 
Sells this Fence for You 


First, of course, is quality—value that has been recognized for 
many years as the best possible investment for fence dollars. 
Farmers prefer American Steel and Wire Company Zinc-Insulated 
Fences and steel posts because of their longer life and greater 
economy. 

Second, is the national advertising back of the fence—dealing 
directly with the farmers problems, it points straight to your 
store and makes it fence headquarters in your community. 

So—if you are not handling Zinc Insulated Fencing or our Steel 
Fence Posts—write today for full details. A real profit opportunity / 
awaits you. 











Zinc Insulated Fences 
Steel Fence Posts 


imerican Steel Gates 


















Protector Poultry Fence 
Union Lock Poultry Fence 
Banner Poultry Fences 
Poultry Ne tting 
Naals, Staple i BarbedWire (Ose bbe 


Wire of all kind 


Moines 





AMERICAN STEEL & WIRE COMPANY 





208 S. La Salle St., Chicago 30 Church St., New York 


Other Sales Offices: Atlanta Baltimore Birmingham Boston Buffalo Cincinnati Cleveland Dallas Denver 
Detroit Kansas City Memphis Milwaukee Minneapolis-St. Paul Oklahoma City Philadelphia Pittsburgh 
Salt Lake City St. Louis Wilkes-Barre Worcester 
U. S. Steel Products Co.: San Francisco Los Angeles Portland Seattle Honolulu 
Export Distributors: United States Steel Products Co., 30 Church St., New York City 
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Characteristics of the Black Knight Padlock 


1. Heavy gauge steel rust-resisting case of handsome 
black gun metal finish (copper plated, oxidized 


and lacquered). 


iw) 
° 


not be rapped open.) 


3. Brass bolt. (Rustproof.) 


1. Two Cylinder keys, milled nickel silver. 


». 500 key changes. 


6. Rustproof working parts. 


INDEPENDENT LOCK CO. 
FITCHBURG, MASS., U. S. A. 


lack Kni 


Rotary double locking action on shackle. 


(Bronze springs. ) 


gh 


A New Dise Tumbler Cylinder 
Padlock by Ilco 


(Armored ) 


Last month Ileo presented to the hardware trade a new 
padlock—the Black Knight. Today it is recognized 
as the FINEST PADLOCK VALUE ever offered the 
hardware dealer. The outstanding value which it 
offers to the user has brought orders for this new item 
from progressive dealers from coast to coast. Each 
padlock is packed in an attractively colored individual 
box and with each shipment of one dozen padlocks a 
striking counter display card is furnished. The Black 
Knight is made in one size only—114”, to retail with 
an unusual profit margin for the dealer at from 60c. 
Here is an item that will sell itself if given 
Stocks are available at lead- 


to 75e. 
display on your counter. 
ing jobbers. 













(Can- 
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That’s the mileage made by the 
DOO-KLIP GRASS SHEAR 


shown in the picture below. This record was made by 
the first shear run on our new testing machine shown 
at the right. That’s the equivalent of 94% miles of 
grass cutting—and still functioning perfectly! You're 
interested in selling such quality—offer your customers 


DOO-KLIPS. 


Every lot of DOO- 

KLIP springs 

tested for  uni- 
form quality 























% 
THE LINE ; 
WITH PROTECTED a ae of material and design is embodied | i 
PROFITS FOR DOO-KLIP LONG HANDLE GRASS SHEAR 
and the improved DOO-KLIP PRUNER | 


INDEPENDENTS 


The Long Handle model provides the maximum 
amount of comfort—user stands erect and has no 


levers to operate. 
DOO-KLIP PRUNERS give professional results with 


amateur efforts. 


DEALERS 
Get your stock in shape for the s« 
ing season just beginning. } 
want samples, order from your job- 





/] 
ou 





ber or from us at regular dealers’ 
prices. 
Pomeecemem | QO 
he D GY, a LD Ling 
Alliance 


Made by The Alliance Manufacturing Co. “oric® § 
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7 PRODUCTS of 
PRECISION METHODS 
AND PRECISION MACHINERY 


UTS 


CLEAN CUT ~ UNIFORMLY FINISHED 
PERFECTLY THREADED 


Oliver Manufacturing Technique, Oliver Plant Facilities and 
Oliver Workmanship combine to make Oliver Nuts the Standard 
of Excellence the world over. The clean cut shape, the smooth 
finish and the strong, deep threading distinguish every Oliver 
Nut as a Quality Product through and through. 





Oliver Iron and Steel enntion 
As, Pittsburgh 


Branch Offices in the 
Principal Cities 
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Window Glass 


New in Flatness— 
New in Lustre 





Pennvernon Window Glass sells quickly, 
easily, and profitably. Flatness assures less 
breakage in cutting and shipping. Equal bril- 





liance on both sides means easier glazing. 





ENNVERNON Window Glass sells at a price no 
higher than that of ordinary glass. It is more 
brilliant, has a high lustre on both sides, clear visibility 
and extreme flatness. 

Dealers who have seen it tell us it should sell faster 








and easier than any window glass ever marketed. 

A NEW manufacturing process is responsible for 
Pennvernon Window Glass. It is flat drawn under 
improved methods that take it from molten “metal” 
into finished sheets without curving or flattening. 

Pennvernon is born flat and kept flat. It is remark- 










ably free from the defects that cause distortion in 





visibility. 
Pennvernon Window Glass is ready to make money 






for you. All distributing warehouses of the Pittsburgh 
Plate Glass Company, as well as many leading glass 
jobbers, are now completely stocked and ready to 
make immediate deliveries. Get in touch with the 
nearest one today if you have not already done so. 


Pittsburgh Plate Glass Company, Pittsburgh, Pa. 


Pennuernon 


flat drawn 


WINDOW GLASS 
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“WE’RE 


Dealers Say..... 


from this unique 


SELLING MORE VISES 


COLUMBIAN DISPLAY STAND 


And that’s not all .-... 


It’s helping us sell other tools, also 





EALERS everywhere report 
D that by displaying vises 
they are selling OTHER TOOLS 
Here’s what they 


AS WELL! 


tell us: 


“Columbian Vises 
that are seen are 
SOLD. And many 
vise sales carry a 
demand for other 
tools, hack saws, 
hammers, reamers, 
files, wrenches—the 


list is too long to 





mention.” 





The Display Offer 


Dealers may have one of these sales- 
building Display Stands at absolutely 
no cost on an order for 6 vises or 
more, provided only they specify one 
vise of each size mounted on the stand, 
and ony three additional vises from 
this Group for stock. 


This Display Stand comes ready for 
use. All the Dealer need do is open 
the case, place the stand on a counter 
or in the window and ring up the sales! 
This offer good until July Ist, 1930. 











Little wonder they’re so enthusiastic 
over Columbian Display Stands. For 
those attractive stands are building sales, 
increasing turnover, and piling up profits 
day after day. 


One of these sales- 
compelling display 
stands should be 
working for YOU. 
Order one from 
your Jobber TO- 
DAY. If he cannot 
supply you, write us 
direct. But get a 
stand at once! 


COIUMBIAN VISE 





Manufactured by 


The Columbian Vise and Manufacturing Company, Cleveland, Ohio 
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Mr. Punch says, “These four Goodell-Pratt tools should 


be standard stock items with every hardware store.” 

















Four Tool Leaders for 1930 




















N O. 5% Hand Drill The.most practical hand drill made 
for all-around use. Capacity to 36”. 
Two speeds—easily changed with 
Shifter Knob. No holding back 
when drilling through. Simply shift 
to “Slow” speed. Polished Handle. 
Hollow handle for holding drills. 
Spindle runs in ball bearings. Frame 
is strong, malleable iron. A favor- 
ite with the home workshop fan. 
Wonderful value—fast sales. 





No. 6 Breast Drill Here is a drill a man can put some 
“heft” behind on a real tough job. 
The price at which you can sell 
this drill represents a real value. 
It will take drills up to half-inch. 
There are two speeds, changed by 
turning the Shifter Knob marked 
“Fast” or “Slow”. The shifting 
— is very strong and reli- 
able. 


GOODELL-PRATT COMPANY .- .- 


New York, 107 Lafayette St. 





Calipers, Dividers, Microm- 
eters, Hack Saw Blades, 
Feeler Gauges, Depth 
Gauges, Electric Drills, 
Lathes, Levels, Squares, 
Straight Edges 


Chicago, 38 N. Clinton St. 


GOODELL |i 
PRATT Glasr “Cutters, Bit Braces 





Mr. Punch Every tool user knows Mr. 
Punch — that handy automatic drill 
that deserves a place in every home. 
A display of these drills on your 
counter will be sure to attract the 
eye of women customers in your store. 
The next time you sell bathroom fix- 
tures or curtain fixtures to a woman, 
show her this drill. Remember that 
it can be used in plaster as well as wood 





No. 811A Automatic Screw Driver 
To drive screws with lightning 
speed or to draw them out just as 
fast, you can not sell a better tool. 
than the No. 811A Automatic Screw 
Driver. The knurled sleeve controls 
the action right or left and when 
at “neutral” the tool can be used 
as a plain screw driver. Each screw 
driver is provided with three tool 
steel blades, hardened, tempered 
and polished. A real handy tool for 
the home workshop. 


- + + Greenfield, Mass., U. S. A. 


London, 127 Queen Victoria St. 





Cold Chisels, Screw Drivers, 
Tool Sets, Repair Kits, Valve 


Mitre Boxes, Nail Sets, 
Punches 
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Rivets to Meet 
a Standard 
Not a Price! 


Our rivets are not made to meet 
price competition—but to equal 
the highest standard of quality. 
Our Tubular and Clinch Rivets 
continue to satisfy exacting de- 
mands year after year because 
they are made of highest quality 
workmanship and material. De- 
pendability is above price! 


4 pproved / 


——— by the keenest 


buying brains in the country 

























TUBULAR RIVET & STUD 
COMPANY 


BOSTON. 








The largest 
factory in the 
world devoted 
to the manu~ 
\} facture of 

Jubular and 


Clinch Rivets 
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Speed - sales with 


ee ree — 










Resistance to the sale of better cans has 
been steadily overcome by WITT quality, 
National Advertising and the ever in- 
creasing thousands of users who always 
come back for more WITT Cans. 


Fi in 144 7a BETTER CANS 


By Phebe ray 


LONG IPF AR, SOR 


Approved by Good 
House Keeping 
Institute and Pris- 
cilla Proving Plant 
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BRIGHTON WITT CANS ARE BETTER 


CANS and PAILS Deeper corrugations, one-piece bottom seamed to body, 
side seam double locked and welded, heavy beaded steel 
Made especially for cus- bands riveted top and bottom, one-piece covers that fit 
tomers who want better snugly, handles riveted on. After fabrication, each WITT 
than the average cans at Can is hand hot-dipped into molten zinc to prevent rust. 
competitive prices. Pop- 
ular for the special sale. Send for the new WITT Catalog 
2116 Winchell Avenue Cincinnati, Ohio 


Can Specialists Since 1899 





ARDWARE AGE for APRIL 24, 1930 


CLOTHES LINES 


According to the Service Required 


_TITEROPE | 





For use where the supports are far apart. Stretchless, shrink- 
less, stainless and strong. Weatherproofed. Guaranteed for 


five eee 


BLACK- BIRD 


nie 


= 


4 gs be 7, 


For use where the supports are nearer together, as on clothes 
dryers; and where a flexible line is wanted. Smooth glazed 


finish. 


Our solid braided (sash cord type) cotton clothes lines give 
extra long wear over pulleys, in all weathers. They are 
clean throughout, are easy on the hands, and do not in- 


jure delicate fabrics. 


HESE brands, which have a customers. We make a variety of 
long established manufac- other cotton clothes lines — solid 


turer’s reputation behind them, braided and hollow braided,— also 


save you from complaints and lost sash cord. 


Send for Catalog, Samples and Iviformation to Help Sales 


SAMSON CORDAGE WORKS, 89 BROAD ST., BOSTON, MASS. 
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FOR LATE BUYERS 


FILL IN ORDERS 


If you are one of the Dealers who has been 
compelled, for any reason, to put off 
ordering your stock of Window Screens 
and Screen Doors, don’t worry about get- 
ting the goods—order NOW. 


Continental Jobbers have been well sup- 
plied from our seven big plants. 


Your Jobber can ship any quantity to 


YOU. immediately. 


But get your order in. 





The Continental Line also includes 

Fresh Air Ventilators, Combina- 

tion Screen and Storm Doors. 

Knocked Down Window Screen 

Frames, Screen and Door Mould- 

: N\ MACHINED AND 
Aovusr: 








Detroit Michigan 


Continental Screen Co. | : 


ESS SESS SESS SEIS 
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\ QF Eleven years ago the Nicholson File 
: ; Company revised its advertising by 
_— creating a series of advertisements 
, _~ based on the Travelogue Plan, sent 
cal them to a selected list of papers 
ax and with interest awaited results. 


. Selling files by telling of cities, the 
‘ series caught the eye of the trade. 
\ Dealers read the copy which con- 
cerned their home towns, waited for 
the next issue of the paper to see what 
would be said about other cities. 


cyl S, Encouraged by its experiment, the 
» Set Nicholson File Company extended 
U.S.A. NICHOLSON FILE COMPANY 


—A FILE FOR 
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its advertising. Newspapers were 
used, semi- scientific publications, 
and national magazines. 


Every year since 1918, Nicholson 
File Company has widened its ad- 
vertising coverage, broadened its 
copy appeal. Now it begins its 12th 
year under the general slogan of “Sus- 
tained Speed with Nicholson Files.” 


This year’s series has in back 
of it the cumulative good will 


built up through many years. / 
Sustained advertising is creating : OL 
sustained sales of Nicholson Files. Sy | 


U.S.A. 


Providence, R. Tey U.S.A. (TRADE MARK) 


EVERY PURPOSE 
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Increase your BEE-VAC Cleaner Sales with 
this Combination Offer 






Until June 30th, 1930, a $4.75 BEE-VAC 
Toaster will be given Free with every BEE-VAC 
Cleaner of any of the three models shown below, 
sold with or without attachments. This added 
inducement together with attractive low consumer 
prices and fine quality cleaners make BEE-VAC 


sales still easier. 













BEE-VAC BEE-VAC BEE-VAC 
MODEL G S PuX Motor Srush 


ELECTRIC CLEANER 














Three low consumer prices that fit any purse—Three styles from which to choose suit any 
preference. Standard set of cleaning attachments consisting of six pieces retails for $5.00. 
The DeLuxe set of eight pieces, for the Model G and DeLuxe Cleaners only, includes floor 


polisher and retails for $8.00. 
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BEE-VAC 
TOASTER 


Display BEE-VAC Electric 
Cleaners and Washers NOW 


Prepare for the Big Housecleaning Trade! 








Housewives think of Spring and housecleaning together! It is 
then that labor saving appliances are better appreciated, more 
in demand and easier sold, than at any other time of the year. 


With BEE-VAC cleaners and washers on display in your win- 
dows, this army of housewives, intent on brightening their 
homes, will be attracted to your store. 


There’s Profit in BEE-VACS for You! 


Every item in the nationally advertised, dependable BEE-VAC 
line is beautifully designed and carefully manufactured. It 
sells at an attractive low consumer price with a generous dis- 
count for you. The new BEE-VAC Washers offer such beauty rhe Super BEE-VAC Washer. 
of finish and mechanical perfection EE  — 
that comparisons simply cannot be 
made! 


The Super BEE-VAC Washer is 
finished in sparkling, gray-green 
vitreous enamel, not only the tub 
but /egs and table as well. It has 
balloon type soft wringer rolls that 
won’t break buttons, new type agi- 
tator drive, and many other fea- 
tures. 


The BEE-VAC Utility Model has a 
BEE-VAC JuniorBrush. Vitreous enamel tub with French 
Another quick selling item Gray 1 acquer finish. 


endorsed everywhere for those 
last minute pick-ups and odd 


er eeisso, 6" ™® ~— Order from your jobber. Or write us 
for literature and prices and the name 
of the jobber nearest you who can fill 
your order. 

















Birtman Electric Company 
4140 Fullerton Avenue 
Chicago, Illinois 





BEE-VAO Utility Washer. 
Consumer Price (East of Rockies) 
$99.50 
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Vitreous enamel tub, 4-vane 
aluminum underwater agita- 
tor. 5-position swinging 
wringer. Drive enclosed in oil 
bath. Send for details. (Prices 


higher west of the Rockies.) 


THE MEADOWS MANUFACTURING CO. 


BLOOMINGTON, ILL. 
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Sales Channels_are Paved by 
4, Vational 


Advertising 











' GOOD LIGHT MEANS BETTER REPORT CARDS | 

















Edison MAZDA* Lamps are one of the 
EDISON MAZDA LAM PS products in which public confidence is stimu- 


GENERAL @ ELECTRIC Pe a 
lated and consumer acceptance is maintained by 
high grade and wide spread national advertising. 





During 1930, Edison MAZDA Lamp advertising will reach a total cir- 
culation of more than 87,000,000, in such magazines as The Saturday Evening 


Post, Collier's, Ladies’ Home Journal, Good Housekeepirig, and McCall's. 














A total of eight great national magazines and eighteen specialized trade magazines 


carry a sales message about Edison MAZDA Lamps into the home and the business 


office, regularly, continuously! e ° . e « + 


A product of highest quality, distributed through outstanding members of the jobbing 
business, backed by an unsurpassed research and engineering service, and .continuously kept 
before the consumer's attention by national advertising — these factors combine to make Edison 
MAZDA Lamps truly «The Line of Least Resistance,” the lamps that you should sell. ¢ ¢ 


*MAZDA—The mark of « research service 


EDISON MAZDA LAMPS 


GENERAL @ ELECTRIC 
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Publie preference for 
Ameriean Vehieles is only 
one of many reasons why they 


are so profitable to handle ... 





COASTER NO. 662 VELOCIPEDE NO. 15 


(Catalog Page 55) (Catalog Page 35) 
This steel coaster, with Here is a combination of low price, stur- 
ite ball bearing fifth diness, and bright finish that has made 
wheel, balloon tires, this velocipede a “best seller” for sev- 
roller bearings, brake, eral seasons. It has 1” tires, rubber 


perforated sides, and BALL BEARING pedals and grips, malleable fork head, 


bright red color is sell- FIFTH WHEEL 
ing in amazing volume. It is one of 10 and half oval steel frame. Dealers know 


coasters in the big American line which from experience that it will give them 
offer unusual profit possibilities. quick turnover, and volume. 


A PAIR OF HIGH LIGHTS FROM “THE LINE BEAUTIFUL” 
YOUR JOBBER CAN SUPPLY YOU. INSIST UPON AMERICAN 


The Ameriean National Company 


Five Factories TOLEDO, OHIO Five Factories 














[iene LARGEST MANUFACTURERS OF CHILDREN’S VEHICLES 
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With a Money-Back 


(,uarantee like this: 











If any painter, or other consumer, wants his money 
back on his purchase of Lingerwett Remover, for any 
reason whatever, you are authorized to give it to him. 
Simply tell us and we will pay you the full selling 
price, immediately and without question. 





LINGERWETT simply has to 


be the definitely superior 
remover that it is. 


Read that guarantee again. It is 
that guarantee, coupled with the fact 
that Lingerwett is a truly better re- 
mover, that has made Lingerwett 
sales increase from year to year. 
There are no “ifs,” “ands” or “buts” 
in the Lingerwett guarantee—we 
mean just what we say. And why 
not? A product like Lingerwett can 


afford to be backed with a guarantee 
like that. 

We mean business. So does Lin- 
gerwett—plenty of good-will build- 
ing business for you. Order now, 
while it’s on your mind. 


The Wilson-Imperial Company 
115 Chestnut Street Newark, N. J. 


Lingerwett is the most heavily advertised and the 
most widely sold remover in America. 


LINGERWETT 
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The score stood 12 to 3 


this dealer's survey tells a 
story of repeat paint sales. 


On one group of fifty sales of paint and 
brushes there were twelve repeats on paint. 
On a second group of fifty there were only 
three. In both groups the paint was the 
same. The only difference was in the 
brushes. Whiting-Adams brushes brought 
back twelve people. Just three purchasers 
of the cheap brushes wanted more paint. 

These facts were discovered in a survey 
made by a paint merchant who wondered 
whether it was worth while to push good 
brushes with every sale of paint. The results 
provided a very definite answer. 

Not one of the buyers in the first group 
was dissatisfied with the paint. But eleven 
of those who bought cheap brushes ex- 
pressed dissatisfaction with it. And bear in 
mind that the paint was exactly the same 
in both cases. 

Good brushes mean extra profits from 
repeat brush and paint sales, plus extra 
dividends in the way of loyal customers who 
are thoroughly satisfied. Let Whiting- 
Adams brushes bring you these advantages. 


Waurtinc-ADAmMs 


C O M P A N Y 
690 to 710 Harrison Avenue, Boston, Mass. 


BRUSH MAKERS TO THE PAINT INDUSTRY SINCE 1808, 


(¢e_& 
eat 
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HAT more convincing evidence of its supe- 
4 riority than the fact that 8 painters out of 


every 10 use Dutch Boy White Lead? This striking 
preference, the result of years of satisfactory service, 
is your best assurance of a steady demand for 
Dutch Boy, and the items that go with it to make 
quality paint. 

Dutch Boy White Lead, obtainable both in heavy 
paste and soft paste form, is pure white lead. Comes 
in 100 pound steel kegs, 50, 25, 12% pound steel 
pails. As a guarantee of purity, the Dutch Boy 
trade mark is on every keg. 


NATIONAL LEAD COMPANY 


New York, 111 Broadway - Buffalo, 116 Oak St., - Chicago, 900 
West 18th St. - Cincinnati, 659 Freeman Ave. - Cleveland, 820 
West Superior Ave. - St. Louis, 722 Chestnut St. - San Francisco, 
2240-24th St. - Boston, National-Boston Lead Co., 800 Albany 
St. - Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth Ave. 
Philadelphia, John T. Lewis & Bros. Co., Widener Building. 
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| 300, painters and dealers from50 typ 
ical cities give figures resulting in 
these averages and comparisons: 


1st Grade Paint 1 2nd.GradePaint 
ver teow ol 
ise’ dO l $970 & ation 





Average f sere Average 
perGallon [95 j 





Required for 1 Required for 
S0O0yd House S500ydliouse 
(500+40) 12 | Gallons (500+30) 


ao 24887 | : 4500.25 
“73214661 | OGL: 
Total 19548 ‘j91 lt Total 


3 baa 
But-how longwilleach jo job last? 


These same painters and 


— —— an 


Quality Paint ! 
inate 2 Times 
longer 


1X*195.48= ® X191.61= 
$195.48 $479.03 






















1h°28355 
Forget ‘gallons-figure in years 
of economy and protection/ 
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the Trap of 


the “Cheap-Paint Humbug’’! 


T’S your fault if your community buys 
I cheap paint! Would anyone buy it if he 
knew that, no matter what he thought he 
saved in price per gallon, he actually saved 
less than $4.00 for the first cost of painting 
the average house, and had to spend $283.55 
more in 5 years than if he had used quality 


paint in the first place! 


That’s what the chart proves. _ 


Here’s an astounding selling idea, 
backed by a remarkable retail sell- 
ing method. Why not write for 
full details and for Dealer Prop- 
osition — free booklet “Swat the 


Cheap-Paint Humbug!” 








PITTSBURGH PLATE GLASS CO. 


Paint , Varnish and Lacquer Factories, Milwaukee, Wis. 








Portland, Ore., 





Los Angeles, Cal. 








Newark, N. J.. 
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LASTIC WOOD has proven its sales value. It is 
today a recognized item for every home repair kit. 
You have doubtless had good sales with it in the 4 lb. 
cans, 1 lb. cans, and tubes in the natural wood color. 


Have you sold Plastic Wood Solvent? It is of course 
an extra item of profit, but of far more importance is 
the increased usage it gives to Plastic Wood—partic- 
ularly for carpenters, other workmen, and in industrial 
work. The Solvent thins Plastic Wood, softens it, and 
quickly cleans hands and tools after using. Plastic 
Wood Solvent makes a second sale to users of Plastic 
Wood. 


Then there is Plastic Wood in colors—the white tile 
cement for bathrooms and tiled kitchens; walnut; light 
mahogany and dark mahogany; cedar; gumwood; 
oak; ebony. The colors permit many additional repairs 
without the necessity of painting afterwards. When 
displayed in colors, it almost invariably creates an 
extra sale. 

So here is the cabinet to make three sales where you 


had but one before. It is sent free for store installation 
with our assortment No. 1240. 


THIS DISPLAY FREE WITH No. 1240 PLASTIC WOOD ASSORTMENT 


CONSISTING OF— 


Assortment No. 1240 gives you a supply of the most 
desirable Plastic Wood products, and carries with 
it, free, the metal cabinet displayed above. With this 
cabinet you have a convenient way of stocking all 
Plastic Wood products. Racks are provided for the 
4 lb. can of Plastic Wood, the 3 oz. can of Solvent, 
the Tile Cement, and the Tubes in Colors. The cabi- 
net is strikingly lithographed and adaptable to any 
store. It revolves, and is equipped with brackets for 
use as a wall rack or with a base for counter display. 


Other sales helps, including counter cards, window 
displays, and circulars free upon request. 


Addison-Leslie Co., Mfrs. 1 


To ADDISON-LESLIE CO., Canton, Mass. 

Enter our order for Plastic Wood Deal No. 1240 
Ship and Bill through 
Jobber’s 





Retail Retail 

Price Value 

2 Doz. 4 Ib. Plastic Wood Natural........... 35¢ $8.40 

1 Dos, 44 tb. Tile Cement .............0:...60..60050.. S5¢ 4.20 

1 Doz. No. 1 Asst. Tubes in Colors........................ 25¢ 3.00 

1 Doz. 3 oz. Solvent ... 25¢ 3.00 
1 Revolving Lithographed Display Stand FREE 

Retail Value $18.60 

Less 3314% 6.20 

Dealer’s Cost $12.40 


Tube Color Asst.—No. 1—2 Walnut, 2 Oak, 2 Light Mahogany, 
2 Dark Mahogany, 1 Cedar, 1 Ebony, 1 Gumwood, 1 White 
Tile Cement. 


Bolivar St. Canton, Mass. 


Check For Wall with Brackets 
For Counter with Base 


Address....... 
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THE REDSKINS ARE COMING! 


(Every Thursday evening—9 :30 to 10:00 Eastern 


Time, 8:30° to 9:00 Central Time — over the 


Columbia Broadcasting System) — 


WHAT REDSKINS? The Devoe & Raynola s 
Redskins—the finest group of musicians 
that ever built up good-will for a paint 
company and its agents... the greatest 
advertising stunt ever put on by a paint 
manufacturer. 

But why call them“Redskins”? Because 
that name ties up so well with the history 
of Devoe & Raynolds. Because in 1754, 
when Devoe & Raynolds started in busi- 
ness as America’s first paint manufactur- 
ers, redskins roamed the land, and the 
tom-tom was familiar music. 

Yes, the name “Redskins” is a knock- 
out! It’s a sure-fire way of bringing out 
the fact that the Devoe & Raynolds 
Company, with 176 years of experience 
behind it, has always been the leader and 
the pioneer of the paint business. 

And these “Redskins” are destined to 
become one of the most popular features 
on the air. Your customers will tune in 





on them. And while they’re listening, 
theyll hear the story of YEARAGE — 
why YEARAGE is the only sound basis 
on which to buy paint—and why they 
should go to their local Devoe Dealer for 
the right solution of their every paint 
problem. 

If you want to be that Devoe Dealer 
...if you want to handle the finest line 
of paint and varnish products in the 
world ...if you want a paint line adver- 
tised over 22 of the most important radio 
stations in the Country... write to us. 
We'll be glad to tell you all about the 
Devoe franchise. We'll be glad to tell you 
how you can get the best paint proposi- 
tion ever offered. 








BEN SELVIN 
Orchestra Leader 


Larry MuRPHY 
Whispering Tenor 





Ernest CHAPPEL 
Announcer 


DEVOE & RAYNOLDS Co.. INC. 


1 West 47th Street - . . 


New York City 
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freening or beilliin 





... it’s all the same to 


Murphy 


».a new product that 
made good overnight 


Hundreds of master painters saw this striking 
Airplane Spar demonstration at the Minneapolis 
Convention and were astounded at this dramatic 
test. Panels of Murphy Airplane (Super) Spar 
Varnish were placed in freezing water (zero 
centigrade) and in boiling water and alternated 
every hour during the day and the finish remained 
undamaged. No severer test of its resistance to 
contraction and expansion could be conceived. 

But striking as this test is, the real reasons 
why master painters and home painters all over 
the country are so enthusiastic about Airplane 
Spar are far more practical. Although it is a 4-hour 
dry varnish, it sacrifices nothing in durability, 
either indoors or outdoors. As to refinement of 
finish it closely rivals the finest of our own slower 


drying varnishes. 


Airplane 
(Super) Spar 


Varnish 









| LOOK!!! 
| Murphy Airplane Spar Test | 
H Gomg from P | 


ZERO to BOILING 
















All in all Airplane Spar is a remarkable var- 


nish because it possesses every desirable varnish 
feature: quick-dry—refinement of finish—dura- 
bility—ease of bryshing—waterproofness and 
resistance to acids and alkalis. Stock Murphy Air- 
plane (Super) Spar Varnish for profit and prestige. 


MURPHY VARNISH COMPANY 


Newark Chicago San Francisco 


ESSEX VARNISH COMPANY (Associate Company) NEWARK 
Baking Material Specialists 








MURBDBPEY 


FINE 


FINISHES 


Famous for 65 years among architects, master painters and makers of products requiring a fine finish 


Transparent Interior Varnish 
Airplane (Super) Spar Varnish 
Muronic Enamels 


Transparent Floor Varnish 


Durable Floor Lacquer 


Transparent Spar Varnish Four-Hour Varnish 
Quick White Enamel for Master Painters 
Waterproof Mixing 
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lmost over night 
they switched to 








SAPOLIN Speed finishes are “great” on both sides 
of the counter. Users find them to be the 
finest guick-drying finishes they ever bought. 
And dealers find them selling faster and in 
greater quantity than any competing brands 


they ever handled. 


SAPOLIN sales get a flying start in a community 


I am “SPEEDY” 
the new Home Decorator! 
——_ a ae ae waeeaewenaee eer errrers 
SAPOLIN CO., Inc., 229 East 42nd St., New York } 

Gentlemen: [ama dealer and you'll have to prove it 4 _ 





to me! Send me a full-size can of SAPOLIN Speed Enamel 
(state color) without charge or obligation and ll 

tell you what I think of it. 

Name of Store 

Address 





City 















SAPOLIN 


SPEED FINISHES” 


says Mr. John D. Bennett 
of Easton, Pa. 


Waen “Speedy” bustled into the H. H. 
Bennett store at 106 Northampton St., 
Easton, he gathered still more evidence of 
the amazing selling power of SAPOLIN. 


“T’ll tell you frankly, ‘Speedy’,’’ said Mr. Ben- 
nett, “that we put SAPOLIN Speed Enamel 
to a pretty stiff test—matched it against an- 
other exceedingly popular quick-drying finish. 
And SAPOLIN came through, a big winner... 
Now folks simply won’t have anything but 
SAPOLIN. New customers even bring the labels 
with them to make sure they get the same brand 
their friends used... SAPOLIN is GREAT!” 


* * 


from the force of ingenious advertising and mer- 
chandising helps furnished free to every dealer. 


SAPOLIN retail successes can be repeated any- 
where . . . You can prove to yourself what 
thousands of other enterprising dealers have 
already discovered. Your first move is easy— 


merely return the coupon below. 


SAPOLIN 


GLOSS FINISH SPEED ENAMEL 


DRIES GLASS-HARD IN FOUR HOURS! 





Fast enough for quick results— 
slow enough to handle easily. 
In 17 beautiful modern colors. 
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LIBBEY-OWENS erass 
and make a PROFIT 


4 


Here are the reasons why 
dealers find Libbey-Owens 
Glass a profitable line 


¢ 


I. Nationally Advertised—National adver- 
tising builds consumer acceptance and 
demand. Libbey-Owens Glass is the only 


nationally advertised window glass. 


2. Easier to Sell—People are familiar with 
Libbey-Owens Glass. Widespread national 
advertising has pre-sold them on the supe- 


rior quality of Libbey-Owens. 
3. Truly Flat Glass—Libbey-Owens’ exclu- 


sive process of manufacture produces a 
truly flat glass, without bow. Easier to cut 


and to glaze. 


4. Carefully Annealed—Exceptional care 
in annealing insures the absence of internal 
strains and brittleness in Libbey-Owens 
Glass. 


be Less Breakage—Because Libbey-Owens 
Glass is free from internal strains and brit- 
tleness there is less breakage in transport- 
ing, cutting, handling and glazing. 

G. Brilliant Lustre—Libbey-Owens Glass 
possesses a rich, brilliant lustre that makes 
it ideal for use in fine buildings of every 
description. 

Ge Paper-Packed—Libbey-Owens “A” 
quality glass is paper-packed to protect its 
high lustre. 

3. Labeled for Identification—Each light 
of Libbey-Owens ‘‘A”’ quality glass carries 
the familiar L/O label—for your identifica- 


tion and protection. 


Specify Libbey-Owens Glass on your next order. Leading 
glass jobbers throughout the country carry it in stock. 


LIBBEY-OWENS 


FLAT DRAWN CLEAR SHEET GLASS 


LIBBEY-OWENS GLASS COMPANY 
TOLEDO, OHIO 
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Main plant of 
Russell, Burdsall 
fol gel ste imel ale) 
Nut Company at 
Port Chester. 
Other plants at 
Rock Falls, Ill. and 


Coraopolis, Pa. 


_AZOLTN 
~CYEMPIRE | 


ADE MARK REG. U.S. PAT. OFF 


Ny, AO 


S-piN© 





Ww" LU eke] a-Yo) mi colefolgl-s Xm Gel oli ro] Palo] olole 


machinery ¢ = 


NEV relate mVatel-Wel-luilelatem cola aiilolig-m ole mal LCmelale 


rivets built this factory —and two more like it. 


RUSSELL, BURDSALL & WARD 
BOLT AND NUT COMPANY 


ROCK FALLS, ILL. PORT CHESTER, N.Y. — coraopours, pa. 


PHILADELPHIA - CHICAGO - DETROIT SAN FRANCISCO LOS ANGELES - SEATTLE - PORTLAND 
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HE advantage of having a complete and 
dependable line of water systems like the 
MYERS to take care of the ever-growing mar- 
ket for running water at the turn of a faucet 
stands out more strikingly than ever before. 


From the smaller type outfits for homes and 


summer cottages to the larger sizes for agri- 
power HEAD]! 


cultural, commercial and industrial service, ipl 
practically every demand can be successfully | 





and profitably met with one or more styles of 
Myers Self-Oiling Water Systems. 


When we make this statement we do so with 
full knowledge that whether your activities are 
confined to a small town or rural community, Kv p*) 
or are carried on from some city or suburban M9 J 4 
center, you are bound to increase your water AF. 
system business if you have the MYERS line ; a ye WR 
to fortify your sales efforts. Lys \: ‘ 

. ee es i 


Write or wire. 


mFE.MYERS & BRO. || ira 


_ ASHLAND, OHIO. Fa res | | 














PUMPS FOR EVERY PURPOSE -WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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Stanley Levels 


wood or metal — for every trade 
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Mason’s Wood Plumbs and Levels 


Mason’s Plumbs and Levels 


No. 253 
Six Adjustable Proved Glasses. 


Machinist’s Metallic Levels 
No. 34 


Nickel Plated. Ground Glasses. 
Eclipse Covers. A practical level 
for all machinists. Level bottom 
is accurately milled. 























Metallic Plumbs and Levels 
No. 37 


Nickel Plated. Adjustable Ground 


glasses. Eclipse Covers. Flat or 
Grooved Bottoms. ‘I’? beam con- 
struction adds to their lightness, 
strength and rigidity. 


| 
Made of 


properly seasoned wood — full aluminum 
bound. Handy grip. Protected glasses. 


F every craftsman used 

the same type of level 
there would be only one 
Stanley Level. But differ- 
ent trades require different 
types—and different indi- 
viduals in the same trade 
also prefer different types; 
so there are 155 Stanley 
Levels. 


Whatever kind of level 
your customers ask for, 
there is a Stanley Level to 
“fill the bill.” And it’s 
easier to sell Stanley Levels 
because for years they have 
been meeting satisfactorily 
the most exacting require- 
ments of craftsmen. 


No. 250 


Six Non-adjustable Proved Glasses. ‘“Handy 
Grip.”’ Made of properly seasoned wood, 
these levels are light in weight and easy to 
handle. Protected glasses. 











Light Wood Plumbs and Levels 


No. 257 


Four proved Glasses. ‘‘Handy Grip.” 
One or more glasses is always avail- 
able with which to level or plumb. 
Heavy glass covers protect the glasses 
and keep out dirt. 





Aluminum Plumbs and Levels 


No. 232 
Adjustable Glasses 
Six proved glasses. No matter how 
the level is picked up, one or more 
glasses is always available. Patented 
“Truss” construction makesthem ex- 
ceptionally strong. Protected glasses. 


It pays to concentrate on the line that craftsmen like 


THE STANLEY RULE & LEVEL PLANT 











New Britain, Conn. 


STANLEY 
TOOLS 


e Trades 




















The Choice of th 
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INDIVIDUALITY 


HE Communistic doctrines of Soviet Russia will never be very popular with us because we are a 
nation of individualists. Ever since the first settlers hewed out for themselves homes in the 


wilderness—and fought for those homes with their lives—we have worked to build up our place 
in the community and to pass on the opportunity for improvement to our children who came after us. 


One of the most important individuals in those early pioneer communities was the local merchant. Not 
only did he supply them with the necessities of existence but his store was often the political and social 
center of the village. 

The modern Independent Hardware Dealer is the true descendant of that hardy pioneer. It is to him 
that the farmer or mechanic or builder still looks for the tools of his trade. Times may change and the 


local hardware dealer find himself forced to compete on many lines with the mail order houses and the 
chains. Let him remember then that he has one real asset which they cannot duplicate—his INDIVID- 


UALITY. 


Other things being equal then, Mr. Dealer, make this asset work for you. Tie your store up with local 
interests, help promote local pride in a way these impersonal outsiders cannot do. 


Of course, you must be able to compete on a value giving basis as well and your jobber should have the 
merchandise to enable you to do it. 


In continuing the “‘Anniversary Specials” which we introduced for the first time last year and adding 
many new items we have a line of quality merchandise which permits you to meet this competition— 


and do it profitably. 


HARDWARE v LEIVEWIRE CO. ~ Paints 





THE GEO. WORTHINGTON CO. 
1829 CLEVELAND 1930 
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No fron wires 
in Chase Bronze 
Sereen Cloth 


N° more complaints from customers that their bronze 

or copper screen cloth contains occasional rustable 
iron strands when you supply Chase Screen Cloth, for 
it is woven in a mill where only bronze and copper 
screen cloth is made. The Chase-mark on the wooden 
core of every roll assures you of screen cloth free of 
iron wire. 

This is also your guarantee of permanence. You can 
tell your cusiomers that Chase Screen Cloth cannot 
rust. Tell them it does not sag or bulge. Point out the 
deep crimps that keep each wire in place. All qualities 
that make it easier for you to sell more Chase Screen 
Cloth and increase your profits. 

In two finishes—bright (or natural) and antique, in 
14, 15 and 18 mesh... in all widths from 18 to 48 
inches. 

A supply of Chase Bronze Screen Cloth awaits your 
order in any one of the 18 warehouses of the Chase 
distributing system. Delivery within 48 hours. Order 
a supply of Chase Copper Tacks and Chase Brass 


Escutcheon Pins at the same time. They are necessary 


CHASE 


: cs The mark that identifies good 
fora permanent screen job. brass and copper products 





CHASE BRONZE SCREEN CLOTH 


A PRODUCT OF CHASE BRASS & COPPER C¢ ). — Incorporated — 


Waterbury, Conn. 


WAREHOUSES—New York... Boston... Newark ... Philadelphia . .. Baltimore . . . Cincinnati 


Cleveland ... Detroit... Chicago... St. Louis... New Orleans... Los Angeles ...San Francisco 
Buffalo... Milwaukee ... Minneapolis... Seattle ...Oakland... (Also Branch Offices in Pittsburgh and 


Dallas.) Canadian Rep.: W.E. Booth Co., Ltd., Toronto, Ontario. Mills and Home Office, Waterbury,Conn. 
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“THE RECK STOW & WILCOX Co, 
SOUTHINGTON, CONN, ase Roere 








TO HELP YOU SELL 


Here are two sales compelling display stands 






Strength 
where strength 


is Needed! 


on pipe wrenches and adjustable angle 
wrenches. The actual merchandise is always 
in view and can be handled by the prospect. 
Supplied without charge with small assort- 
ments. Also an attractive booklet covering 
wrenches is available for your distribution. 


Pexto wrenches—monkey, pipe and angle—are 
strong—they re tough and rugged—and_ they 
are built extra strong where strength is needed. 
The bars and jaws are special high quality steel, 
so forged as to give this extra strength! 


Typical of Pexto wrenches is the No. 1 pipe 
wrench illustrated above. In finish it is the equal 
of any wrench on the market. Its special fea- 
tures are the high grade material and the special 
care that go into its manufacture. A wrench 
built to stand the gaff! 











Send for catalogue No. 26T, covering complete 
line of Mechanics. Hand Tools. 











THE PECK, STOW & WILCOX CO. 





Hammers Wrenches 

Chisels ms Snips 

Pliers Southington, Conn., Squares 
crewdrivers ender anc ody 
Braces 4 U. S. A. Dent Removing 
Pruning Shears Tools 





IT PAYS TO CONCENTRATE—ON PEXTO 
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YOU WILL FIND MANY CUSTOMERS FOR 


Exposed to all sorts of weather in the summer, 


stored away in cellar or attic in the winter, screen 


doors and their fittings get very rigorous service. 


Unlike old style door knobs, those made of Bake- 
lite Molded survive exposure and neglect un- 


marred in finish and appearance. 


These Bakelite Molded Knob sets, with handle on 
one side and round knob on the other, are fur- 
nished in several colors including brown, black, 


and green. Their permanently smooth, lustrous 


BAKELITE CORPORATION, 247 Park Avenue, New York. 


THESE WEATHER-PROOF SCREEN DOOR KNOBS 


surface withstands exposure to the elements and 
cannot corrode or stain. There is no lacquer or 


enamel surface to wear off or peel. 


In addition to screen door sets there are Bakelite 
Molded door knobs, key plates, escutcheons and 
push plates in various styles for indoor use. We 
invite you to write to the manufacturers, National 
Brass Company, Grand Rapids, Michigan, who 
will gladly send you full particulars about the 
complete line. 


CHICAGO OFFICE, 635 West 22nd Street 


BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario 

















BAK. 


REGI =(&) 





sored Trode Mot. and Symbol shown moy be wed only on product 
Karn moterrals manvloctured by Botelte Corpor 





- LITE 


U. &. PAT. OFF 





merical sign for infinity, oF unlimited quantity It symbolizes the 
“printer 4 Botelte Corporation's pr oducts” 





THE MATERIAL OF & THOUSAND USES 
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Sheilivl 


Registered U. S. Pat. Office 


Combination Package of 
Goxp or Strver Pant 


Sheffield PATCHING WOOD 
Sheffield Decorative Stencils 








“If l’?'s a SHEFFIELD Quality Product 
IT SELLS QUICKER ... YOU MAKE MORE 
ON IT... AND IT REPEATS.” 


















Sheffield Bronze Powders 
Sheffield Kleen-A-Brush 


Finest and largest combination 
package ever offered. Three 
popular sizes, in both gold and 
silver, at identical prices. Made 
only from Sheffield superfine 
pure metal bronzes; and Shef- 
field heat-resisting liquid. The 
distinctive Sheffield Blue-and- 
Orange printing on_ brilliant 
Gold or Silver label is your 
guarantee of true Sheffield qual- 


ity. 


sper 








(ACTUAL SIZE) 
70e sellers 






\Y USE COVER 
FOR 





(ACTUAL SIZE) 





40c sellers 


; : BRONZING 
Again Sheffield brings dealers and LIQUIO 
jobbers a new, modern, quick seller. 
The Seal of Sheffield is your assur- 
ance of quality merchandise, fast 


25e sellers turnover, big, clean profits—and RE- 


CACTI JAL SIZE) 


PEATS. Avoid “tempting imitations.” Above: Showing the contents of the 


ae 
ae 
me. 
ons 


WARNING: Sheffield is in no way 
connected with any other Company 
either in Cleveland or anywhere else 
in America. 


THE SHEFFIELD BRONZE POWDER & 


If you want Sheffield business stim- 
ulus, you must have Sheffield quality. 
Always look for the name “Sheffield” 
on the product you’re buying— it pays. 


Sheffield Combination Package. 
JOBBERS: Your name imprinted on 
every package on orders of five gross 
and upwards. 


STENCIL CO. 


5817 Kinsman Road, Sheffield Bldg., Cleveland, Ohio 
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THE HARDWARE DEALER'S 
BEST MAIN LINE 














The Yale Line of builders’ locks and 
hardware and miscellaneous trim is com- 
plete and meets every quality need. Yale 
products are nationally advertised, inter- 
nationally known for quality and are not 
sold by competitive price cutting stores. 
Any hardware dealer with an unbalanced, 
slow moving stock will do well to make 
Yale his main line and enjoy steady, fast 
moving traffic. Hardware Dealers who 
concentrate on Yale have found it profit- 
able. Yale Locks and Hardware are sold 
by Hardware Dealers. 
The Name Yale Helps Make the Sale 


THE YALE & TOWNE MFG. CO., STAMFORD, CONN., U.S. A. 


Canadian Branch at St. Catharines, Ontario’ 








Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 


YALE MARKED !S YALE MADE 
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Week of 
April 20th to 26th 


Summer is at hand and every 
vacationist needs a flashlight. © 
Why not sell him two—a stand- | 
ard Winchester tubular style 
and a Winchester Headlight? | 
The Headlight meets vacation i 
needs no other type of light | | 
can fill. ' 











Warr it er 


UPAR TAY 





o> ok 









The Winchester 3-cell Focusing Head- 
light, with its range of 360 feet, 
proved so popular and useful that we 
now announce a 5-cell Headlight which 
throws its brilliant beam more than 
three times as far. 


This new and more powerful Head- 
light has a flat battery case which slips 
into any pocket just as conveniently 
as the 3-cell tubular style. The head- 
piece fastens comfortably around the 
head or hat and gives a strong ray of 
light in any direction the user turns 
his eyes. 


The Winchester Headlight is now 
made in four different styles: 


3 and 5 cell Focusing 
3 and 5 cell Non-Focusing 


TESTER 


TRADE MARK 


5-Cell Style 





Leaves both hands free and lights 
wherever the user looks for a 
full quarter of a mile. 


Your jobber 
will be glad 
to show it to you. 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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\ Forged Iron. Its rugged surface is crisp and interesting. The play 
of light and shade over its cool, hard form produces a pattern as change- 


A/? OTHER HARDWARE has the texture and finish of McKinney 
L 


\ L ke able and intriguing as the waves on a windy sea. 


} 

i This inimitable surface treatment is one of the principal reasons why 
CL home builders select McKinney Forged Iron Hardware. It seems per- 
fectly to interpret the spirit of careful craftsmanship. There is a jewel- 


i 
rf ( ewel like quality to it —a spirit of vitality customers ate quick to sense. 


McKinney Manufacturing Company, Pittsburgh, Pa. 





I A complete catalog will be gladly sent on request 


MCKINNEY HARDWARE 
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HIGHLIGHTS of the 


GALVESTON 
CONVENTION 


The Southern Hardware Jobbers’ Association and the American 
Hardware Manufacturers’ Association met in joint convention at 
Galveston, Texas, April 7 to 10, 1930, at the Galvez and Buccaneer 
Hotels. It was the fortieth annual convention of the jobbers and 
the sixtieth semi-annual convention for the manufacturers. Galves- 
ton, called “Treasure Island” because of the many legends of 
“buried pirate treasure,” has a natural harbor, into which Jeanne 
Lafitte, gentleman privateer sailed his five ships, in May, 1812. To 
some he was a pirate bold, with much romantic sea adventure in his 
life, to others the crusader of three governments who were at war 
with Spain, authorized by them to prey upon Spanish shipping in the 
Caribbean. 


THE JOBBERS— 


Seeking to improve distribution conditions, particularly in the 
southern states, discussed problems common to the wholesaling of 
hardware and allied products. Great interest developed in the study 
of the proposed Federal Trade Practice Conference, with the likeli- 
hood of further consideration of the plan at an early date. 


THE MANUFACTURERS— 


Selling problems common to producers dominated the sessions of 
the American Hardware Manufacturers’ Association, with consider- 
able attention and study being given to pending tariff adjustments 
and other proposed Federal legislation effecting hardware manu- 
facturers. This group endorsed the Kelly-Capper and Cramton Bills 
and declared itself ready to discuss further, any progress toward the 
Federal Trade Practice Conference proposed October, 1929, by the 
Southern Jobbers. 


THE FIRST DETAILED REPORT OF THE JOINT CONVEN- 
TION WILL BE FOUND ON THE PAGES 
IMMEDIATELY FOLLOWING. 
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Reiteration of Convention Resolutions 


Finally Establishes Ethical Standards 


ONVEN- 
TION reso- 
lutions, not 
always appre- 
ciated when 
adopted, will, if 
repeated year 
after year, finally 
impress upon the 
minds of associa- 
tion members and 
* cause them to ob- 
serve the ethical 
standards on 
which the resolu- 
tions are pre- 
mised. This, and 
the informal con- 
tacts of a conven- 
tion, constitute 
the greatest bene- 
fits to be derived 
from association 
activity Harry A. 
Black, Black 
Hardware Co., 
Galveston, Tex., 
told the opening 
session of the joint convention. As 
president of the Southern Hardware 
Jobbers’ Association, Mr. Black pre- 
sided at this first meeting and official- 
ly welcomed the manufacturers and 
guests to the convention and personal- 
ly welcomed them to his home town. 
In his address Mr. Black said in part: 
“You must all realize that for the 
last ninety days times have been 
hard, not only in New England, but 
in Texas and all through the South— 
all through the North, all through 
the East and all through the West. 
“The Congress at Washington has 
been trying to key us all up, and I 
really think without their action some 
two months ago things would have 
been worse than they are now, but 
like every cloud it has a silver lining; 
I believe that we can begin to see a 
little ray of light right now. From 
the discussions that I have had with 
the people present I find that nearly 
everybody seems to find a little ray 
of improvement in business in the 
last two or three weeks. I know that 
is the way with us here; I believe it 
is very general. I think we will have 
some favorable reaction in the near 
future. 
“I hope that all of you when you 
get back and think of this little meet- 





Harry A. Black, President Southern 
Jobbers Finds Some General Business 
Improvement During Past Three 
Weeks—Opens Joint Convention. 


ing will have as much pleasure in 
that thought as we have in welcom- 
ing you. We hope that everybody is 
well located and we hope that you 
will all enjoy the little entertainment 
that we have prepared for you. 

“T wonder whether you do not all 
feel about these conventions the same 
way that I do—why do we go to 
conventions; why do we hold con- 
ventions; why do we come to them? 
The contact that we make at these 
conventions is the most valuable thing 
I believe, in the success of any busi- 
ness—manufacturing, jobbing or re- 
tailing. There are certain contacts 
that we make at these meetings which 
are somewhat different from the ordi- 
nary business contacts. We are not 
sitting behind the desk where we can 
look over a salesman; we are not 
sitting on the other side of the desk 
where we have to bow to the manu- 
facturers. There is a great advan- 
tage that comes through the freedom 
of convention contact. 

“It has been said that these conven- 
tions are held only for entertainment 
—to sit down in the room and re- 
solve and go home. Has it ever oc- 
cured to you that the resolutions that 
you hear passed, frequently repeated 
year after year, finally come to be 
accepted and believed in by all of us, 
and eventually it becomes the custom- 
ary thing—that any resolution intro- 
duced at these meetings will in time 
sink in, only after you have heard it 
repeated several times—when you all 
begin to hear it reiterated—you begin 
to believe it, and it becomes a fact 
in the operation of your business life. 

“I wonder how many people realize 
that this is the great good of con- 
ventions—the reiteration of resolu- 
tions. You might say that it has 
frequently caused reformations in the 
conduct of business. The Rotary and 
other clubs all operate on the same 
basis. The ethics that were intro- 
duced by the Rotary clubs fifteen or 
eighteen years ago came to be the 
business ethics all over this country. 
The business ethics all over this coun- 
try are higher now than they have 
ever been before, not because you 





HARRY A. BLACK 


went to the Rotary club the last time, 
but because you hear ethical stand- 
ards constantly repeated. The ethics 
of business are certainly higher than 
ever before. They are improving 
every day. I may be wrong, but I 
hope you will agree with me. 

“The changing conditions of busi- 
ness is one thing that is discussed 
very generally at meetings nowadays. 
We hear about the chain store meth- 
ods, catalog houses, mail order houses, 
manufacturers’ combinations, bank 
mergers. The whole type of business 
is evoluting all the time, and the man 
who does not study and get the in- 
formation which meetings like this 
give is very apt to be like the Irish 
recruit maching along, who said ‘They 


,” 


are all out of step but me’. 

At the opening of the joint session 
Hon. J. E. Pearce, Mayor of Galves- 
ton, extended welcome of the city and 
told briefly of Galveston’s place in 
industry, commerce and as resort city. 

Responding to the welcome of 
President Black, Joseph E. Stone, 
Stanley Works, New Britain, Conn., 
as president of the American Hard- 
ware Manufacturers Association, 
brought the greetings of that body to 
the convention saying in part: 

“We who come from the North, as 
most of the manufacturers do, al- 
though we are having more members 
come to our association every year 
from the South, and we are very glad 
to have them, greatly appreciate the 
pleasure of being with you in Gal- 
veston. We have had a long, hard 
winter. I do not believe you know 
or realize it here, although they tell 
me that it got down to sixteen above 
zero this winter; that is when we 
take off our coats. 

“I did not intend to make any ex- 
tended remarks, but I just want to 
express to you on behalf of the 
American Hardware Manufacturers 

(Continued on page 106) 
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Industry Should Approximate 
Normal Activity This Summer, 
Says President Stone 


Opens Manufacturers’ Session Pay- 
ing Tribute to the Resourcefulness, 
Courage and Restraint Which Kept 
Business Recession in Control—Dis- 
cusses Pending Federal Legislation 
Affecting Hardware Producers. 


NALYZING the business reces- 
A sion which followed the Wall 

St. debacle, Joseph E. Stone 
paid tribute to industry and individ- 
uals for the courage, restraint and 
resourcefulness which he said had 
kept the recession of business from 
spreading. In his address as presi- 
dent of the American Hardware 
Manufacturers Association, Mr. 
Stone, who is vice-president, The 
Stanley Works, New Britain, Conn., 
looked for the resumption of approxi- 
mate normal activity early this sum- 
mer, barring, of course, any con- 
tingencies at present unforeseen. In 
part, Mr. Stone spoke as follows: 

“Coincident with our Atlantic City 
meetings in October came the begin- 
ning of the recession which to most 
had seemed inevitable in some de- 
gree. Even before the decline in 
stocks evidences of slackening ac- 
tivity had been apparent in various 
lines. Building operations have per- 
ceptibly and very generally dimin- 
ished, and production schedules in 
various industries were found to be 
in excess of demand. 

“With tremendous losses, both ac- 
tual and on paper, occurring so gen- 
erally throughout the country, it is 
a marvelous tribute to the efficiency 
of our national financial agencies and 
also to the courage, restraint and re- 
sourcefulness of business, that the 
results of the crash created no greater 
havoc. Every corporation, every in- 
dividual was in some degree affected, 
but confidence in the future and de- 
termination to repair damages have, 
in but a few short months, materially 
changed conditions and prospects for 
the better. 

“To the diversified industries repre- 
sented in our membership, November 
and December brought varying de- 
grees of new business, resulting in 
diminished shipments, but the aver- 
age decrease was surprisingly moder- 
ate. Advance specifications on sea- 
sonable items were not generally de- 
ferred, although in some instances 


curtailed. New orders placed in 
January and February, as a rule, were 
of less than normal size, but in many 
lines this was partly offset by repe- 
tition. 

“The series of governmental and 
business conferences, called by the 
National Chamber of Commerce at 
the request of the President of the 
United States, served a most useful 
purpose. They revealed to the nation, 


_at a critical moment, the vastness of 


its own resources and the magnitude 
of its own operations; facts known 
to all, but prone to be overlooked or 
disregarded in the confusion and ex- 
citement of impending panic. Con- 
templation of this picture inspired a 
confidence that is being and will con- 
tinue to be translated into construc- 
tive action and result. Impatience at 
seeming delay is a national character- 
istic, but when we consider what con- 
ditions were and what they might 
easily have become, we may well offer 
up a prayer of thanksgiving. 


6eé 

= differs as to when 
complete recovery may be expected. 
The highest officials of our Govern- 
ment and most leaders of industry 
seem united in the belief that the 
worst is over. Barring contingencies 
at present unforeseen, it seems safe to 
assume that by early summer indus- 
try generally will approximate nor- 
mal activity. 

“Most manufacturers have whole- 
heartedly, and frequently at great in- 
dividual sacrifice, responded to the 
appeal of the Government that wage 
schedules should not be lowered and 
that employment should be as con- 
tinuous as possible. Notwithstanding, 
there are occasional instances when 
the Government itself seemingly fails 
in that cooperation which we hold 
American industry has the right to 
expect, namely, preference for Amer- 
ican products over those of foreign 
origin where Government purchases 
are involved. We are not willing to 
believe that our Government, exact- 
ing for its workers the highest stand- 





J. E. STONE 


ard of living of any nation on earth, 
would knowingly contract, because of 
price difference alone, for foreign- 
made articles of less or even equal 
quality. Wholly ignoring the patriotic 
aspect, such procedure is as incon- 
sistent as it is unfair, and yet this 
frequently occurs, because of the ar- 
bitrary purchasing regulations in 
force and the lack of uniformity in 
contract provisions in various depart- 
ments. 

“We recognize that in some in- 
stances, and under certain circum- 
stances, the purchase of foreign prod- 
ucts is unavoidable and justified. We 
recognize also the difficulty which the 
Government, with its many ramifica- 
tions, will encounter in so formulat- 
ing its purchasing policies and regu- 
lations as to grant reasonable dis- 
cretion to its various agents, which 
is, of course, the answer to the prob- 
lem. We believe, however, that this 
can ultimately be accomplished, and 
as a first step in this direction, we 
commend the provisions of the so- 
called Cramton Uniform Contract 
Bill (HR-5568) now in the hands of 
the Judiciary Committee of the House 
of Representatives, and which will 
be treated more in detail by other 
speakers. 

“We believe also that manufactur- 
ers should fully acquaint themselves 
with the provisions of the so-called 
Capper-Kelly Bill (HR-11) which 
proposes to legalize the right of any 
producer of identified merchandise, 
who is in fair and open competition 
with other producers of similar or 
competing merchandise, to enter into 
enforceable contracts at wholesale or 
retail, or both, for the protection of 
resale prices on his own identified 
merchandise. Following the long con- 
sideration in the Committee on Inter- 
state and Foreign Commerce, this 
Bill has been favorably reported into 
the House of Representatives, despite 
vigorous opposition on the part of 
department and chain store interests. 
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Opposition from these powerful 
groups may be expected to continue 
and if the rights of producers of 
identified merchandise are ever to be 
legalized, the importance to industry 
of this measure, must be more forci- 
bly and actively made known. 

“The question of the practicability 
of the Trade Practice Conference 
idea, as it might be applied to the 
American Hardware Manufacturers’ 
Association, with its widely diversi- 
fied membership remains open., A 
competent committee has the matter 
in hand and wisely is proceeding with 
deliberation, as are similar committees 
from sister organizations, The Na- 
tional Hardware Association and The 
National Retail Hardware Associa- 
tion. Our friends, the Southern 
Hardware Jobbers Association have 
already participated in such a pre- 
liminary conference and we await 
with interest the formal announce- 
ment of the Federal Trade Commis- 
sion with respect to their proposals. 


a aff 7 


mba? 


“With no intent to prejudice the 
ultimate conclusions and the recom- 
mendations of our very able commit- 
tee, there is perhaps a somewhat gei- 
eral sentiment among the member- 
ship that what might be termed a 
Vertical Conference, one embracing 
all three branches of the industry 
would not be practical. Whether the 
ultimate recommendation of your 
Committee shall be for a Horizontal 
Conference of manufacturers only; 
shall declare for a simple code of 
Ethics only, or for deferring deci- 
sion until some later time, that recom- 


‘mendation will be made only after 


careful study and consideration of all 
factors involved, and after expres- 
sions of opinion from the member- 
ship, based on experience or observa- 
tion. On behalf of your Committee, 
therefore, I cordially invite and urge 
frank discussion of the subject at this 
present session. 

“We trust that out of our meetings 
here in Galveston, many suggestions 


will come that will aid us all in meet- 
ing our present problems in manufac- 
turing and distributing. As we have 
seen many and rapid changes occur 
in the past few years, so we may ex- 
pect as many and probably as drastic 
changes to occur in the years that lie 
before us. Many of our members are 
disappointed, and rightly so, in the 
lack of consideration and relief they 
received in the pending tariff bill and 
will have to immediately give thought 
as to how they will meet this growing 
competition of imported goods. 
Others—due to changes in styles and 
methods in building, transportation, 
etc., find it necessary to supplement 
old lines with new and to broaden 
their thinking as to what can and 
should be sold through hardware 
channels. We thus see a transforma- 
tion, slow but sound—coming into 
hardware. With those changes, we 
as individuals, through our Associa- 
tion, can and should be mutually help- 
ful to one another.” 





Left to Right: 1—W. A. Sheppard, Kelly Axe & Tool Co. and J. E. Haviland, J. E. Haviland & Co. 2—Sheffield Clark, 


Sheffield Clark & Co., R. D. 


Jobbers Ass’n. 5—C. E. Foster, Bommer Spring Hinge Co., 


Warren, Stratton-Warren Hardware Co. and J. W. Morris, Orgill Bros. Co. 


and A. E. Huntley, American Fork & Hoe Co. 4—J. Paul Kelly, Huey & Philp Hardware Co., president, Texas Hardware 
W. C. Wente, Richards-Wilcox Mfg. Co., E. C. Griswold, Corbin 


Cabinet Lock Co., W. Hi. Fitch, Walter E. Wente and A. J. Eggleston, Richards-Wilcox Mfg. Co. with R. A. Sundvahl, Corbin 
Screw Corp. 6—W. M. Bonham, C. M. McClung & Co. 7—M. B. Jolley, Griffin-Cantrell Hardware Co., Sheffield Clark Jr., 
Sheffield Clark & Co. and J. W. Terhune, Consolidated Electric Lamp Co. 


8—A. L. “Tex” McArthur, Sheffield Clark & 


Co. 9—G. E. Brown, Baldwin Tool Works, R. J. Hawk, Sheffield Clark & Co. and E. E. Harper, Texas Tanning & Mfg. Co. 


3—C. H. Wagner 
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Trade Practice Conference 
Procedure Explained 


by Sidney Eshleman 


Jobber’s Secretary Reports on Par- 
ticipation in Work of Hardware 
Council and Urges Co-operation in 
Distribution Census Now in Progress. 


HE three major subjects cov- 

ered in the annual report of 

Secretary Sidney St. J. Eshle- 
man of the Southern Hardware Job- 
bers Association were: the procedure 
of a trade practice conference, par- 
ticipation in the work of the Hard- 
ware Council and the importance of 
the Distribution Census. Prefaced 
with a friendly tribute to John Don- 
nan, for many years secretary and 
now honorary vice-president, Mr. 
Eshleman’s report, in part, follows: 

“After many years of conscientious 
work performed by John Donnan, 
our highly esteemed friend and for- 
mer secretary-treasurer, it now be- 
comes my duty at this fortieth 
annual convention to submit this re- 
port, purposely made brief in order 
that the important business subjects 
as programmed will have the more 
time for presentation and discussion. 

“The Federal Trade Commission 
has published the following: 

““The trade-practice conference 
affords a means through which rep- 
resentatives of an industry voluntarily 
assemble under auspices of the Com- 
mission for the purpose of consider- 
ing unfair practices in their industry 
and collectively agreeing upon and 
providing for their abandonment in 
cooperation with and with the sup- 
port of the Commission. It is a 
procedure whereby business or in- 
dustry may take the initiative in es- 
tablishing self-government of  busi- 
ness, by business and for business 
through making its own rules of busi- 
ness conduct, resembling, in a sense, 
its own “law merchant,” subject, of 
course, to sanction or acceptance by 
the Commission. 

“The procedure deals with an in- 
dustry as a unit. It is concerned 
solely with practices and methods, 
not with individual offenders. It re- 
gards the industry as occupying a 
position comparable to that of “friend 
of the court,” and not as that of the 
accused. It wipes out on a given 
date all unfair methods condemned 


at the conference, and thus places all 
competitors on an equally fair com- 
petitive basis. It performs the same 
function as a formal complaint with- 
out bringing charges, prosecuting 
trials, or employing a compulsory 
process, but multiplies results by as 
many times as there are members in 
the industry who formerly practised 
the methods condemned and volun- 
tarily abandoned. Mere attendance 
at a conference or actual participa- 
tion in the deliberations thereat 
should not be taken as indication that 
any firm or individual thus participat- 
ing has indulged in the practices con- 
demned at such conference. 

“The trade-practice conference af- 
fords an effective machinery for seli- 
regulation, but self-government of 
industry is not a new activity. For 
many years industry has attempted 
this with varying degrees of success, 
the degrees attained being readily 
measured by existing competitive con- 
ditions. If these conditions are all 
that can be reasonably desired, the 
success attained is complete. If, how- 
ever, practices still exist which result 
in unfairness or are otherwise bad, 
previous attempts at self-regulation 
in that particular industry have 
failed. 


see 
I RADE associations,’ ‘institutes,’ 


the United States Chamber of Com- 
merce and business organizations in 
other forms have done and are do- 
ing excellent work in this respect. 
Competitive conditions in many in- 
dustries are being studied and _ in- 
telligently analyzed, codes are being 
adopted, much money is being ex- 
pended in educating industries for the 
work of self-regulation, but when 
faults are discovered and_ rules 
adopted for their correction, it re- 
mains for the trade-practice-confer- 
ence procedure to supply, in a mea- 
sure at least, an element which here- 
tofore has been completely lacking, 
namely, enforcement. 
“*Self-regulation without rules 
would be impossible, and rules with- 
out some power of enforcement make 
self-regulation often a mere expen- 





S. ST. J. ESHLEMAN 
Secretary, Southern 
Hardware Jobbers 

Association 


sive gesture. The fact that some 
power rests, as it does, in an im- 
partial, disinterested goverenmental 
body obviates the necessity of fre- 
quent use of such power. This is 
demonstrated in that between 300 and 
400 rules have been adopted by in- 
dustries in trade-practice conferences, 
but the power of the Federal Trade 
Commission has not been invoked 
with reference to a dozen of these, 
and the fact remains that the mere 
probability that any rule may be in- 
forced adds materially to its general 
observance.’ 

“At the convention of the National 
Hardware Association of the United 
States, held at Atlantic City, Oct. 21, 
22, 23 and 24, 1929, your executive 
committee held a conference with 
Walter A. Bowers, Special -\gent, 
Bureau of Foreign and Domestic 
Commerce, Department of Com- 
merce, Washington, D. C., who out- 
lined the plan of that Department to 
make a Gulf Southwest Survey of 
hardware distribution. After analyz- 
ing and suggesting some changes, the 
plan was approved and our coopera- 
tion extended. Members and non- 
members in Arkansas, Texas, Louisi- 
ana, Mississippi, Oklahoma, and 
Memphis, Tenn., were notified by me 
of this survey and requested to ac- 
cord an interview and answer the 
questionnaire when presented by the 
accredited agent of the Department 
of Commerce. This survey should be 
completed and it is hoped that such 
a study may point out more clearly 
the sources of loss to the trade; 
greater economy of distribution and, 
if possible, to improve conditions in 
the industry. When all data is col- 
lected, a booklet will be compiled by 
the Department of Commerce and be 
available on request. 

“Our Association has been repre- 
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sented on the Hardware Council. 
which is continuing its work to estab- 
lish better conditions. A meeting 
was held at the Marlborough-Blen- 
heim Hotel, Atlantic City, Oct. 24-25, 
1929, H. J. Allison and myself being 
present. Charles Ireland not attend- 
ing. The subject of ‘How to Sell 
More Hardware Through Hardware 
Channels’ was presented in a report 
by R. J. Atkinson. The action of the 
council will be embodied in Mr. Alli- 
son’s report, yet to be made, and the 
subject further covered by discus- 
sion at our joint session tomorrow. 


“T T appears a difficult task for the 
three branches of the industry to 
make much headway in solving the 
big problem of distribution. Theories 
are constantly being advocated, but 
elements abound obstructing even an 
experimentation on outlined plans. 
Facts and not theories should be es- 
tablished, and then if plans are 
formed let them we worked irrespec- 
tive of any small obstructive ele- 
ments, which can be removed. It may 
take education to do it, but efforts 
should not cease. The means of edu- 
cation is best afforded by the Act 
of Congress approved June 18, 1929, 
requiring a nation-wide census of 
distribution by the Department of 
Commerce, Bureau of the Census. 
The value of such a census will de- 
pend upon its completeness and ac- 
curacy, so we should be vitally in- 
terested and aid to the fullest extent 
by reporting on the questionnaires. 

“Everyone will concede that prob- 
lems of distribution are now exceed- 
ing in seriousness and complexity the 
problems arising out of production. 
The question now-a-days is not how 
to produce more goods, but is a mat- 
ter of how to dispose of what we 
have. The Department of Commerce 
has this to say: 

““Our country is so tremendously 
large in territory; manufacturing is 
so highly localized; and the standards 
of living are so much higher than 
in many other lands that a vast and 
exceedingly complex machinery neces- 
sarily came into existence to bridge 
the ever-widening gap between pro- 
ducer and consumer. This distribu- 
tion machinery has now grown so 
complex and has so many ramifica- 
tions that few individuals, indeed, 
have a real conception of what it 
actually is, of what elements it is 
composed, and how it functions, let 
alone any true knowledge concern- 
ing the merits and deficiencies of any 
of the numerous agencies of which 
it is composed. 

“It is for these and many other 
reasons that the business men of the 





Left to Right: 1—George T. Kimball, 
American Hardware Corp. 2—C. W. 
McKnight, G. M. Baird Co. and E. P. 
King, Hubbard & Co. 3—E. D. “Gene” 
Fortier, Animal Trap Co. of America. 
4—R. J. Ogilvie, Ogilvie Hardware Co. 
and Rube Houston, Mansfield Tire & 
Rubber Co. 5—Sol L. Levy, Black Hard- 
ware Co. and J. H. Cable, Phoenix Mfg. 
Co. 6—P. H. Mengden, Mengden & 
Sons Co. and J. H. Oliver, Oliver Bros. 
Inc. 7—H. A. Dean, Atlanta Plow Co., 
Phil M. Warren, A. Baldwin & Co. and 
G. M. Baird, G. M. Baird & Co. 


country, including our manufacturers 
and bankers, have felt for some time 
that in order to carry on our domes- 
tic commerce with a reasonable de- 
gree of efficiency, it is just as neces- 
sary to have some statistics concern- 
ing domestic distribution as it has 
been in the handling of the export 
and import business. The Census 
of Distribution comes to the mer- 
chants and manufacturers as a re- 
sponse to their own desires and 
wishes, and it is up to everybody to 
help make it as valuable, practical 
and useful as we all wish it to be. 
“*The Census of Distribution will 
supply the nation with basic facts 
concerning its distribution mechan- 
ism. It will fill the greatest need 
which exists to date in our knowledge 
of the national economic life. While 


we have known for some time just ° 


how many farmers there are, how 
many miners we have and how many 
foresters, and what all of them are 
producing; while we have known for 
many years just how many manufac- 
turers of each class there are in the 
United States, where they are, what 
they are making, and how much value 
they add by their manufacturing proc- 
esses ; we have no accurate knowledge 
concerning the activities in trade. We 
can make only the roughest of guesses 
regarding even such a simple data 
as the number of wholesale and re- 
tail establishments and the total vol- 
ume of business done, to say nothing 
of any comprehensive information 
regarding it. The whole matter per- 
taining to distribution, its extent, 
make-up, functions, etc., is largely 
one of pure conjecture. 


6c 

I: is the aim of the 1930 Census 
of Distribution—our initial and pio- 
neering attempt along this line—to 
give us as complete a picture as pos- 
sible of our distributing mechanism 
and its component parts. First of all 
we shall know from this census how 
many wholesalers, retailers, commis- 
sion merchants, and all other types 
of middlemen, including manufactur- 
ers’ agents and manufacturers’ sales 
branches, there are in this country. 
This information will be available 
not only for the country as a whole, 
but by geographic divisions and a 
number of other classifications. Sec- 
ond, we shall for the first time have 
a comprehensive view on a large scale 
of the approximate movement of com- 
modities from producer to consumer. 
Third, we shall discover something 
of the cost of operation on the part 
of the various distributing agencies, 
arranged by types, size of establish- 
ment, etc. 

(Continued on page 138) 
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Uncertainty of Pending Tariff 
Bills Large Factor in the Present 
Business Recession 


Secretary Chas. F. Rockwell Again 
Stresses the Need for Manufacturers 
Keeping Posted on Tariff Activities 
and Other Legislation Which Vitally 
Effects Their Business. 


N his semi-annual report to the 
American Hardware Manufac- 
turers’ Association, Secretary- 
Treasurer Charles F. Rockwell again 
emphasized the urgent need for 
watching certain pending Federal 
legislation. He referred particularly 
to measures dealing with tariff adjust- 
ments, price maintenance and to the 
preference of American-made goods 
in Government purchases. Mr. Rock- 
well, who has had considerable expe- 
rience in such matters, reviewed 
briefly at the Tuesday session some 
of the highlights of such pending 
bills. It will be recalled that last year 
at the Biloxi convention the secretary 
in his report urged greater consid- 
eration to this same subject. The full 
text of Mr. Rockwell’s report follows: 
“At the convening of the last 
Southern convention, the matter of 
the tariff legislation just then under- 
taken by Congress was of concern to 
manufacturer, distributor and con- 
sumer. The more optimistic were 
then sanguine that the new rates 
would become law by September at 
the latest, but twelve months have 
passed and the end is yet to come. 
To what extent this exasperating de- 
lay has been responsible, or continues 
to be responsible for business reces- 
sion, it is impossible to estimate, but 
beyond doubt the uncertainty involved 
as to future’ rates has been a tremen- 
dous factor. 


S ENATE developments of the 
past several weeks, however, following 
months of purely political and dema- 
gogical maneuvering on the part of 
all parties and factions, lend encour- 
agement to the belief that the new 
tariff bill in final form will be more 
generally satisfactory to agriculture, 
industry and labor than could have 
been anticipated prior to that time. 
“Some members of Congress for 
purely political back-home consump- 
tion have feigned great astonishment 
and horror at the latest revelation of 


the age-old axiom that all legislation 
is the result of compromise. They 
seek by intemperate charges and in- 
nuendo to make custom savor of sen- 
sation. But so long as the Constitu- 
tion of the United States shall pro- 
vide that tariff bills be written by 
Congress, just so long will rates con- 
tinue as in the present instance to be 
a matter of compromise, call it what 
you will. 

“Tf, when and as the new tariff is 
enacted, industry, agriculture and 
business will needs adjust themselves. 
In many lines probability indicates 
that changes will be few, but each 
succeeding tariff carries altered classi- 
fications, changes in phraseology and 
administrative provisions, with an oc- 
casional joker, which demand from 
parties at interest the most careful 
examination and study to anticipate 
practical interpretation. 

“Tt may be predicted at this writing 
that so-called flexible tariff provisions 
will in some form be incorporated in 
the new act. Therefore, both because 
of possible necessary later recourse 
to these provisions and because accu- 
rate and definite knowledge with re- 
spect to importations in any given 
line is today as essential to the effi- 
cient management of a business as is 
knowledge of domestic competition, 
every industry should be constantly 
informed as to the facts. Many in- 
dustrial groups within our member- 
ship already have means of obtaining 





A. L. MARTIN 
Vichek Tool Co. 





CHAS. F. ROCKWELL 


Secretary - treasurer 
American Hardware 
Manufacturer’s Asso- 
ciation, who as he was 
leaving the Galveston 
convention received 
welcome news of the 
birth of a grandson 


this import information, but there are 
others who have overlooked or neg- 
lected its importance. Immediately 
the new law is in effect, it is the pur- 
pose of this office to ascertain by in- 
dividual inquiry what members we 
may assist in this connection by en- 
deavoring to arrange some form of 
service. 

“Whether the intended benefit of a 
tariff actually accrues depends largely 
upon its administration in practice. 
Long personal observation and expe- 
rience indicate to the secretary that 
customs officials generally are trust- 
worthy and efficient, but with the mul- 
titude of items to be passed on and 
with opportunity for actual inspec- 
tion of but a fraction, undervalua- 
tions and violations of marking pro- 
visions occasionally elude. Where 
such instances have been called to our 
attention and the facts justified pro- 
test, the secretary has in a number of 
recent cases been successful in pre- 
venting repetition. 


Oise proposed national legisla- 
tion is of importance to our member- 
ship and should receive active sup- 
port. Our president has already made 
reference both to the Cramton uni- 
form contract bill and the Capper- 
Kelly bill, the latter proposing legal- 
izing the maintenance of resale prices 
upon trade-marked articles. Undoubt- 
edly the passage of the former is a 
necessary first step in securing ulti- 
mate reasonable preference for Amer- 
ican products under Government con- 
tracts, but it must be emphasized that 
the Cramton bill provides primarily 
and specifically for uniformity of con- 
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tract provisions rather than for any 
change of purchasing policy, other 
than the authority for the exercise of 
reasonable discretion on the part of 
governmental purchasing agents con- 
ferred in section 7, as the bill now 
stands before the Iudiciary Commit- 
tee of the House of Representatives. 

“The merits of the Capper-Kelly 
bill are so fully understood as to re- 
quire no extended comment. It is to 
be regretted that neither bill has great 
likelihood of enactment at this session 
of Congress, but efforts in their be- 
half should nevertheless be unremit- 
ting. The Capper-Kelly bill, favor- 
ably reported by the Committee on 
Interstate and Foreign Commerce, is 
before the House and possibly may 
be called up for action before ad- 
journment. The Cramton bill is in 
the hands of the Judiciary Committee, 
whose recent activities have largely 
centered upon questions of prohibi- 
tion. We have been promised oppor- 
tunity to be heard before the commit- 
tee report on the Cramton bill is 
formulated. However, even if these 
two bills should be successful in pass- 
ing the House, it now seems probable 
that neither will receive attention by 
the Senate in the short time interven- 
ing before the adjournment of this 
session. But even as Rome was not 
built in a day, neither can legislation 
be secured without patient effort. 

“Just a year ago, in response to in- 
sistent demand from the membership, 
this association by unanimous vote 
restated and reaffirmed its traditional 
sentiment against catalog allowances 
in any form with respect to “anni- 
versary and similar non-productive 
newspaper advertising. It is to be re- 
gretted that adherence to this senti- 
ment has in some instances been com- 
plicated by the interjection of con- 
flicting policies on the part of other 
industries unfortunately overlapping. 
This association, as such, cannot dic- 
tate the individual decisions of its 
members with respect to catalog al- 
lowances, nor does it assume to do so, 
but it can and does recall to its mem- 
bership that by their own verdict 
such allowances constitute an element 
of economic waste. 

“In an industry of so great propor- 
tions, occasional changes of person- 
nel are inevitable. New positions are 
created, others discontinued, involv- 
ing the selection of new men on the _ Left to Right: 1—Mrs. Virgil Keith, Mrs. Willis Plowden, T. W. Thorne, National 
one hand and the seeking of new con- Tube Co., Mrs. Teddy Wilder and Mrs. Sol Levy. 2—Frank W. Lynn and A. T. 
nections on the other. The office of Fish, A. J. Lindeman & Hooverson Co. 3—M. E. Reid, Peck, Stow & Wilcox. 4— 
secretary can be of great assistance  W, VY. Leland, Chain Products Co. 5—C. J. O'Neill, O’Neill-McNamara Hardware 
to executives seeking to fill vacancies Co., with C. R. Jackson and W. B. Donnell, Tyrrel Hardware Co. 6—L. D. Boone, 
oF - the confidential investigation of Higginbotham-Pearlstone Hardware Co., Albert Peters, Plymouth Cordage Works, 
applicants. In this connection, and in _R, E. Lyons, E. C. Atkins & Co. and C. A. Schoen, Gendron Wheel Co. 7—(sitting) 
every other manner possible, the facil- H. J. Strugnell, Remington Arms Co., Inc., F. E. Morancy, Western Cartridge Co. 
ities of the office and its contacts are and T. H. Fox, Hercules Powder Co., (standing) W. A. Cortes, Bering-Cortes Hard- 
at your disposal.” ware Co. and Col. Joseph W. Speight, Remington Arms Co., Inc. 
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Chains Are Reducing Hardware 


Departments 


Proper Tariff Protection Will Cause 

Chains to Either Sell Standard 

American Tools and Hardware at 

Staple Prices or Discontinue Hard- 

ware Departments. C. R. Swisshelm 

Tells Manufacturers Reviewing Tool 
Group Progress. 


TATING 
S that Ameri- 
can tool 
manufacturers 
are operating on 
about an 80 to 85 
per cent basis 
when compared 
to ee, C. BR. 
Swisshelm, sales 
manager, Cres- 
cent Tool Coa, 
Jamestown, N.Y., 
told the manufac- 
turers Tuesday morning some inter- 
esting facts, brought to light by 
the work of the association’s Tool 
Group. He reviewed the foreign 
competition situation, the export mar- 
ket and concluded his remarks with 
an interesting prediction. He said, 
a proper tariff giving American fac- 
tories reasonable protection against 
unfair foreign competition would 
cause chain stores and other “volume 
distributors” to either get completely 
out of the hardware and tool busi- 
ness or cause them to put in staple 
tnmerchandise at staple prices. Mr. 
Swisshelm’s address, in part, follows: 
“The statements I make and the 
figures I use are gained from the tool 
division of the American Hardware 
Manufacturers’ Association. As the 
tool business has always been so very 
closely allied to the balance of the 
hardware trade it bears somewhat 
the same relation to it that steel pro- 
duction does to general business. 

“The present problem seems to be 
‘How to Get More Business,’ but I 
am going to leave the answer to that 
—to someone else and try to touch on 
a few of the easier ones. 

“As nearly as I am able to deter- 
mine, the tool manufacturers at the 
present time are operating on a basis 
of about 80 to 85 per cent of the busi- 
ness for the same period last year. 
Domestic business seems to be at its 
worst in the industrial East and to 
improve as you proceed West until 
there is practically a normal business, 
at least as far as tools are considered, 
in the Pacific Coast States. Generally 
speaking, the farther you get away 





C. R. SWISSHELM 


from the Wailing Wall the better 
the business. 

“There has been a slight dropoff 
in export. For the last four months 
of 1928 the United States exported 
tools to the extent of $3,506,403, while 
for the same period of 1929 the value 
amounted to $3,415,264. 

“These figures, however, do not 
show the exact state, as the last four 
months of 1928 were on the increase 
—commencing in September with 
round figures of $857,000 and ending 
with December $984,000. 

“Just the reverse is true for 1929 
—as for September the figures were 
$894,000, but ending up in December 
with $773,000. 

“The Government figures for the 
first three months of this year are 
not yet available, but indications are 
that the total will be less than at the 
same period last year. 

“The President’s prediction that we 
will be practically back to normal 
basis by sixty days may be true of 
the retail trade, but I believe it will 
take longer for the two manufactur- 
ers, at least, due to a condition we 
have never had before. 

“The majority of the small tool 
manufacturers cooperated with the 
President in his request that they not 
lay off men until it was absolutely 
necessary, and as a consequence, at 
the present time there are larger 
finished stock on the manufacturers’ 
hands than there has ever been dur- 
ing a similar period before, and it 
will take several months of normal 
business to reduce these stocks to 
the point where the manufacturer 
will be justified in resuming full 
operations. 


ee 

‘Bw has been very little ten- 
dency, if any, to reduce wages, which 
in turn has reflected in staple prices, 
as present margins will not justify 
any price reduction without a cor- 
responding reduction in labor. 

“Through their loyalty, or may we 
say good judgment in not reducing 
wages, the hardware manufacturers 
have been penalized. 

“Conditions in some of the manu- 
facturing countries in Europe, mainly 
Germany, have been worse than they 
have here, and as a consequence the 
market has been flooded with import- 
ed goods. 

“The attitude of Congress in play- 
ing ‘football’ with the tariff is un- 


doubtedly helping to aggravate mat- 
ters. 

“The so-called ‘Volume Distribu- 
tors’ have taken advantage of the 
present low prices in some of the for- 
eign countries and have forwarded 
standard American goods in our fines 
to foreign factories with instructions 
to duplicate them as far as possible 
as to looks, but to cheapen them in 
every other way. As a consequence, 
goods have been offered as low as 25 
cents retail which are very clever 
imitations of goods of standard 
Amercan make retailing as high as 
$2. 

“They have not been satisfied to 
copy the general outline, but in one 
specific instance have copied a par- 
ticular decorative effect on an article 
which is a well known American 
make, and in two other instances 
that I know of they have not only 
copied the shape and style, but have 
actually placed the American manu- 
facturer’s name upon it. 


66 

"ewe loss of sales due to substi- 
tutions of these articles is not always 
the serious part, as they are invari- 
ably of very poor quality, and the 
American manufacturers get a ‘black 
eye’ through their failure. 

“On the surface, it looks as though 
this could be easily prevented, but 
actually it is not so easy. It is al- 
most impossible to touch the pro- 
ducer, and if the distributor in this 
country happens to be some small 
concern not reliable financially, there 
is very little that can be done in that 
way. 

“Tf the port through which these 
articles are being entered can be dis- 
covered, it is entirely possible to get 
an order from the Customs officials 
stopping the entry from that port, but 
that one only. And as there is such 
a large number of ports of entry into 
the States, it is almost impossible to 
stop all of them. 

“In one of the three cases men- 
tioned, the distributor in this country 
happened to be a large concern, and 
legal steps were immediately started. 
Their answer was that these articles 
came in by mistake, as their foreign 
buyer ordered a similar article and 
these were substituted. They im- 
mediately withdrew the article from 
their stores and agreed to see that 
they were not sold with the name on 
them, but a final settlement has not 
yet been made. 

“The American manufacturer is 
suffering from this foreign competi- 
tion, not only on tools sold through 
retail channels, but also on contracts 
placed by the United States Govern- 
ment. (Continued on page 140) 
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Federal Trade Commission Approves 


Southern Jobbers’ 


Conference Resolutions 


President Black Quite Hopeful of 
Results—Reads Telegram from Wash- 
ington to Joint Session Wednesday— 
First Action Was Taken Last October 


session discussion on “Wastes in 

Distribution,” it was announced 
that a wire from Washington brought 
Federal Trade Commission approval 
to Trade Practice Conference pro- 
gram of the Southern Hardware 
Jobbers Association. This program, 
it will be remembered, started in 
Washington, D. C., last October co- 
incident to the annual Atlantic City 
hardware convention. 

In opening the proceedings, Presi- 
dent Black said: 

“T have a very pleasant announce- 
ment to make in connection with the 
Southern Hardware Jobbers Associa- 
tion. Possibly, you have all heard 
that last October the Southern Hard- 
ware Jobbers Association applied for 
a Federal Trade Practice Conference. 
I am just in receipt of a telegram 
from the Federal Trade Commission 
saying that the resolutions have been 
approved and adopted. We are now 
ready to operate under the rules as 
approved by the Commission. We 
hope on the part of the jobbers to 
improve the ethics of business, if we 
can get the rank and file of not only 
the members of the Southern Hard- 
ware Jobbers Association, but all of 
those doing business in the southern 
territory, acting under the direction 
—I guess you might call it—of the 
Federal Trade Commission. 


Pp... to the joint Wednesday 


“Having made considerable study 
of the Federal Trade Practices in a 
number of different industries, my in- 
vestigation shows that it has been 
very helpful. The standardization of 
custom and trade practices is doing 
a great deal to improve operating con- 
ditions, and I feel very much pleased 
that we have finally secured the ap- 
proval of the Federal Trade Commis- 
sion of our group, particularly from 
the fact, as you all know, we have 
been resting under a Federal injunc- 
tion since 1926, which was so tight 











pirates who 
used Galves- 
ton as refuge 
and “treasure 
island.” The 
Galvez Hotel 
on the op- 
posite page. 





that the jobbers of the South were 
afraid to look at each other, let alone 
talking to each other, because we did 
not know whether a cross-eyed look 
would be a violation of the injunc- 
tion or not; but this Federal Trade 
Practice approval will, we think, 
bring about at least the modification, 
and possibly a dissolution, of that 
injunction in the near future. In 
other words, it is the first step along 


‘that path. I feel sure all the manu- 


facturers will be glad to hear when 
we get out from under that, because 
it is going to better the condition of 
the jobbers when that is brought 
about. We are charged with coercing 
every manufacturer in the United 
States. We were held up to scorn 
by the Federal court as being law- 
breakers, and we were charged with 
everything under the sun. The main 
officials of the association thought it 
better to consent to a decree rather 
than go through a trial. Whether 
that was wise or not, I don’t know. 
Anyway, we are resting under that 
today, and this is the doorstep to that 
gate.” 

The resolutions presented by the 
Southern Hardware Jobbers Associa- 
tion to the Federal Trade Commission 
at Washington, D. C., on October 18, 





1929, and acted upon as indicated by 
the Commission, are as follows: 


Group I 
Rule 1. 

Inducing or attempting to in- 
duce the breach of a contract be- 
tween a competitor and his cus- 
tomer during the term of such con- 
tract, is an unfair trade practice. 


Rule 2. 

The marking or branding, or not 
marking or branding, of merchan- 
dise by manufacturers or distrib- 
utors for the purpose and with the 
effect of misleading or deceiving 
purchasers with respect to the 
quantity, quality, grade, size or 
weight of the goods dealt in by 
the industry, is an unfair trade 
practice. 


Rule 3. 

The sale or offering for sale of 
any product of the industry with 
the intent to deceive customers and 
prospective customers as to the 
quantity, quality, substance or 
grades of such product, is an un- 
fair trade practice. 

Rule 4. 

The substitution by a manufac- 
turer, wholesaler or retailer of an- 
other article, inferior in quality, 
for the kind ordered, without no- 
tice to buyer, is an unfair trade 
practice. 

Rule 5. 

Rendering invoices which do not 
represent the actual amount of 
money to be received, and/or the 
secret payment or allowance of re- 
bates, refunds, credits, or uwun- 
earned discounts, whether in the 
form of money or otherwise, or 
the giving of premiums, or extend- 
ing to certain purchasers special 
service or privileges not extended 
to all purchasers under like terms 
and conditions, with the intent and 
with the effect of injuring a com- 
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petitor, and where the effect may 
be to substantially lessen competi- 
tion or tend to create a monopoly 
or to unreasonably restrain trade, 
is an unfair trade practice. 

Rule 6 (formerly 5%). 

The payment or promising to 
pay to any employee of a cus- 
tomer, or prospective customer, of 
a commission or consideration of 
any character for the purpose of 
inducing or compensating for the 
sale, without the knowledge of the 
principal on the purchase, is an un- 
fair trade practice. 

Rule 7 (formerly 6). 

The selling of goods below cost 
for the purpose of injuring a com- 
petitor or with the effect of les- 
sening competition, is an unfair 
trade practice. 

Rule 8. 

The making, causing or permit- 
ting to be made or published, any 
false or deceptive statements on or 
concerning the business policies or 
methods of a competitor, is hereby 
declared an unfair trade practice. 
Rule 9. 

Interference with a competitor’s 
business through the enticement of 
employees from his employment, is 
an unfair trade practice. 

Rule 10 (formerly 14). 

It is an unfair trade practice 
for any person engaged in inter- 
state commerce, in the course of 
such commerce, either directly or 
indirectly to discriminate in price 
between different purchasers of 
commodities, where the effect of 
such discrimination may be sub- 
stantially to lessen competition or 
tend to create a monopoly; pro- 
vided, That nothing herein con- 
tained shall prevent discrimination 
in price between purchasers of the 
same class on account of differ- 
ences in the grade, quality, or 
quantity of the commodity sold, 
or that makes only due allowance 
for difference in the cost of sell- 
ing or transportation, or discrimi- 
nation in price in the same or dif- 
ferent communities made in good 
faith to meet competition: And 





provided further, That nothing 
herein contained shall prevent per- 
sons engaged in selling hardware 
in commerce from selecting their 
own customers in bona fide trans- 
actions and not in restraint of 
trade. 


Group II 
Rule 11. 

For distributors to discriminate 
between their own customers in 
the matter of future dating be- 
yond regular terms, with the in- 
tent and with the effect of injur- 
ing a competitor, and where the 
effect may be to substantially les- 
sen competition or tend to create 
a monopoly or to unreasonably re- 
strain trade, is condemned by the 
industry. 

Rule 12 (formerly 7). 

The industry hereby records its 
approval as between manufactur- 
ers, distributors and their custom- 
ers, of the practice of handling 
disputes in a fair and reasonable 
manner, coupled with a spirit of 
moderation and good will, and 
every effort should be made by the 
disputants themselves to arrive at 
an agreement. If unable to do so, 
arbitration under some of the pre- 
vailing codes should be agreed 
upon, as it is at all times prefer- 
able to litigation with its costly 
handicaps and delays. 


Though there was no immediate 
discussion on the subject, various 
phases of the Trade Conference Prac- 
tice program were injected into the 
discussion on the program. Using as 
a text the recently published Hard- 
ware Council Recommendations to 
Manufacturer and Wholesaler (pub- 
lished recently in Harpware AGE), 
there was considerable informal dis- 
cussion, from which we quote the 
following highlights: 

J. E. Stone, Stanley Works, New 
Britain, Conn., president, American 
Hardware Manufacturers Associa- 
tion, said in part: 

“There are other elements that 
come in, not in the report, one per- 
taining to the small or- 
der expense, handling 
small orders, and the 
small order business is 
growing all the time. 
One large manufactur- 
er, whom I have dis- 
cussed this with, man- 
ufactures several thou- 
sands of items. He 
kept very close record 
of his income from 
small orders over a 
period of time and, 


much to his surprise, he found that 
56 per cent of his orders were in two- 
item orders, and a great many of 
them were to be sent by mail or ex- 
press. This manufacturer also told 
me that the expense of putting orders 
like that through the books and pack- 
ing the goods was $1.14 for each or- 
der, and he was very much surprised 
when he analyzed the orders to find 
how much money he would have 
saved if he had not had to go through 
the routine of picking out the goods 
and sending them out to the shipping 
room. How we are going to improve 
that, I do not know, I hope somebody 
here will offer a remedy.” 

President Black then said, in part: 
“Mr. Stone used the expression just 
now that he did not know of any law 
that would compel people to operate 
under these recommendations. He 
was slightly in error. The adoption 
by the Federal Trade Commission of 
the trade practice rules which we, as 
the Southern Hardware Jobbers As- 
sociation, have adopted, are a law to- 
day. 

“There are now, I presume, pretty 
close to 300 industries which have 
adopted resolutions practically along 
the same line. It is expected, as soon 
as the Capper-Kelly bill is passed, 
which, we think, will be passed soon, 
permitting resale price agreements, 
that these resolutions adopted by the 
different organizations will also be 
accepted as a law. That is the intent 
and purpose of them; they are slightly 
modified to fit different industries, 
but these are laws today, in the case 
of the hardware industry, and any- 
body violating these resolutions in the 
industry can be prosecuted by the 
Federal Trade Commission. 

“One industry has increased its net 
income about 25 per cent in the last 
six months, not through price agree- 
ments, but through the adherence of 
their own industry to the rules which 
they prepare themselves. So I have 
to differ a little bit with my co-con- 
spirator here when I say there is law 
to make these simple things effective. 
All that the hardware manufacturers 
have to do would be to incorporate 
these simple rules and put them into 
practice. It is a law which they are 
committed to themselves, because any 
individual who violates those laws 
can be complained against by other 
manufacturers in the industry.” 

The remainder of the session was 
devoted to further discussion of the 
Hardware Council’s recommendations 
and the probable stand that would be 
taken by the Federal Trade Commis- 
sion, opinions on the latter being 
based on comparable situations in the 
experience of other industries. 
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Left to Right: 1—Frank Brimm, Southern Ruralist with Norman W. Foy and Charles W. East, Republic Iron & Steel Co. 

2—E. J. Newey, Newey Sales Co., L. S. McDonald, Reynolds Wire Co., W. B. Joslin, E. W. Simons Co. and W. Partridge, John 

Wilson Sales Co. 3—Louis Williams, Daisy Mfg. Co., Harry Jarett, The Lamson & Sessions Co., Frank Boxwell, Yale & 

Towne Mfg. Co. and A. S. Goodbrad, McGowin-Lyons Hardware & Supply Co. 4—W. C. Sullivan, Sargent & Co., K. E. 

Horman, Penn Hardware Co., L. L. Sullivan, Irwin Auger Bit Co., Secretary of the Old Guard and G. C. Barton, Ames 
Shovel & Tool Co. 
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Left to Right: 1—R. E. Greenwood, Simonds Saw & Steel Co., Leslie M. Stratton, Stratton-Warren Hardware Co., S. Woodward, 

Continental Roofing Mills and Mark Lyons, McGowin-Lyons Hdwe. & Supply Co. 2—Ralph McLendon, McLendon Hardware 

Co., E. G. Dugey, Newport Rolling Mill Co. and W. E. Love, Gray & Dudley Co. 3—B. E. Strader and T. H. Keller, 

Peters Cartridge Co. 4—E. E. Aldous, H. A. Squibbs and G. R. Mitchell, American Steel & Wire Co. with J. H. Harkey, 
Oneida Community Ltd. 5—W. K. Baker, and S. E. Northway, Oneida Community, Ltd. 
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Good Crops Will Improve 


Southern Hardware Business 


Southern Jobbers Report Current 
Conditions as Fair with Collections 
Slow but Majority Expect Good 
Business to Come with Good Crops. 


© 


ing session on Thursday morn- 

ing was comments on business 
conditions as found by several promi- 
nent hardware jobbers in their re- 
spective territories. In response to 
the invitation of President Harry 
Black the comments recorded here 
were offered. 

W. A. Parker, Beck & Gregg Hard- 
ware Co., Atlanta, Ga., said: “Busi- 
ness conditions in our section of 
Georgia seemed to be very good in 
the fall; the outlook at the present 
time seems to be fair. We have a 
poor mental condition at the present 
time. There seems to be a waiting on 
the part of the merchants. During 
lebruary and March we had very 
poor weather conditions, and the two 
combined have slowed up business 
considerably. Over the State as a 
whole I would say we are as well 
off this year, if not a little better, 
than last year. I should say that 
business the balance of the year 
would be about equal to last year.” 


\ FEATURE of the jobbers clos- 


F. E. PHARR, Buhrman-Pharr 
Hardware Co., Texarkana, Ark., said: 
“T believe, as far as I can find out, 
we are on a parity all over. I do 
not believe anyone here enjoys the 
runaway business that we did enjoy; 
yet I cannot help but believe it is 
sound. We are selling the merchants, 
but things are not going at a white 
heat pace. We recognize the fact 
that we are laboring under depressed 
financial conditions, and I believe that 
being cured in the end it will work 
out well for us. If your customers 
are not selling goods and not able 
to pay, I do not figure it is good busi- 
ness for them to have the goods and 
you have the ledger account. The 
easier it is for the retailer to get 
credjt the more difficult it is for him 
to pay the jobber; so that thing will 
iron itself out alright in the course 
of time. The probabilities are that it 
will be a crop that will be—in the 
agricultural section I speak of now 
—that it will be made very cheaply, 
and if so the people will then have 
some cash to pay the merchants with. 


This is just another one of those 
waves we have had in the past, and 
we can expect these things to happen 
ever so often. The thing that gives 
me the most concern is the bolt and 
rivet business. It is a question of 
what will be the outcome of this 
investigation we are now threatened 
with. It seems to me that the thing 
for us to do is just to sit tight and 
do the best we know how, knowing 
that we will work out of it alright.” 

W. M. Bonham, C. M. McClung 
& Co., Knoxville, Tenn., said: “Our 
sales run 15 per cent or 20 per cent 
less than last year. Collections are 
not so bad. I guess they are about 5 
per cent worse than a year ago. | 
cannot see anything in sight for early 
fall. It seems to me we are passing 
through about the same situation that 
we have many times before—in 1907, 
1914 and 1921—only not so bad, but 
nearly so. We are not worried about 
it. It seems to me this is the place 
where we should get a profit on what 





BRUCE KEENER, JR. 
C. M. McClung & Co. 


we sell. You cannot induce people 
to buy; they are going to buy what 
they need and terms don’t do any 
good.” 

J. L. Pitts, Brown-Roberts Hard- 
ware Co., Alexandria, La., said: “I 
do not like to speak in a pessimistic 
strain, but I think we have a period 
ahead of us that will last a couple 
of years. We should handle things 
very carefully; I do not think the 
situation is going to be necessarily 
ruinous, but I think we are going to 


have a house-cleaning before it gets 
better. I think we are going to see 
very low prices; that we are going 
to see very slack trade, less volume; 
and I am afraid that the manufac- 
turers, having an over-capacity, that 
we are going to have a good deal of 
trouble with the manufacturers going 
direct to the small trade, the retail 
trade, etc.; probably worse than it 
has been in the past. They are going 
to turn heaven and earth to get rid 
of some goods; consequently, that is 
going to make a low price on such 
commodities. I think, however, the 
man that watches their credit care- 
fully the next couple of years, he 
will probably have a chance to adjust 
conditions.” 


L. W. BOONE, Higginbotham- 
Pearlman Hardware Co., Dallas, Tex., 
said: “After having heard Mr. Parker 
speak of Georgia, I wish I were lo- 
cated in Georgia. The Dallas ter- 
ritory is not in very good shape. 
Business is 15 per cent or 20 per cent 
off from last year. Collections are 
pretty good. We have been through 
waves of this kind before and we are 
trying to make a profit on what we 
sell.” 

C. J. O’Neal, O’Neill-McNamara 
Hardware Co., Vicksburg, Miss., 
said: “Our section is about like the 
rest that has been reported here. 
Locally we expect to have a little 
better situation this year than last, 
for the reason that we did not have 
high water in the valley; but we are 
suffering frém a depression in the 
lumber market. We'do business with 
them. Our business has been run- 
ning very close to last year. The 
first two months of this year we ran 
a little ahead of last year, but in 
March it was off about 10 per cent. 
That was due a good deal, we think, 
to local conditions. We had been 
selling goods to contractors who had 
been building the Mississippi River 
bridge there. That is about com- 
pleted. Besides, we had other in- 
dustries there that were being oper- 
ated—a new hotel, a bridge over the 
Yazoo River. We had a good deal 
of business from that that we did not 
get this year. So take it all in all we 
do not feel pessimistic over the situa- 
tion, but we are disposed to work 
close to shore. Our collections are 
doing fairly well, and, as I say, our 
business has been running very close 
to last year’s. We do a lot of hustling 
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Left to Right: 1—A. B. Peck, American 
Screw Co., and George T. Bailey, Oliver 
Iron & Steel Co. 2—N. A. Gladding, 
E. C. Atkins & Co., Inc. 3—Luke O. 
Morin, Morin Sales Co. 4—Carl Hor- 
mann, Penn. Hardware Co. .5—F. A. 
Heitman, The F. W. Heitman Co. and 
Robert F. Bell. 6—W. G. Shelton, Rem- 
ington Cutlery Works and J. C. Bering, 
Bering-Cortes Hardware Co. 7—C. W. 
Hymer and J. R. Hinkle, Hercules Pow- 
der Co. 8—D. W. Macumber, Lufkin 
Rule Co., N. T. Jacobs, Ames Shovel 
& Tool Co., Mrs. M. E. Reid and Fred 
Hollingsworth, Lufkin Rule Co. 


down there. We go out after every 
bit of business we can get hold of. 
I think our situation is fairly satis- 
factory.” 

E. A. Peden, Peden Co., Houston, 
Tex., said: “I made a trip around 
our territory. The territory in the 
extreme western portion of Texas, 
out close to the mountains, has been 
in a bad state—no rain since October. 
It does not look like we are going 
to do anything out there for some 
time. The oil industry has fallen 
off badly and moved farther North- 
west. Houston was bad during 
January and February, but during 
March showed a nice improvement, 
although some behind a year ago. 
Generally, bolts have held up almost 
on a par with last year.” 

R. E. Penick, Penick-Hughes Co.. 
Wichita Falls, Tex., said: “West 
Texas is in awful bad shape. We 
made a very short cotton crop in 
1928, and a complete failure in 1929, 
and that is our money crop. There 
is a short strip around Amarillo that 
is good; the balance bad. Sales are 
off 50 per cent; almost no collections 
at all. I have a man out there sell- 
ing castings and I asked him how 
business was, and he said he sold 
about one-third of what he sold a 
year ago.” 

Carlton Fox, Fox Bros. Hardware 
Co., Pine Bluff, Ark., said: “Our con- 
dition out there is just fair. We fell 
down last year on our cotton crop. 
We are planning this year a big acre- 
age of corn and oats. Our cotton 
crop out there has been our money 
crop, like it has been everywhere 
else. If they cannot make any money 
out of that they have got to look to 
something else. We have a gentleman 
who has just gone into handling 
poultry products, which is helping our 
section out there nicely. They have 
a cash market for all their products 
all the time.” 

Bringing the discussion to a close, 
President Black said: “It seems that 
things are a little bit slow all over the 
country, but nobody seems to be hope- 
less or embarrassed very much. When 
the new crops are finally in the 
ground and coming up, I believe there 
will be a general better feeling all 
through the South. In most sections 
of the country they have what is 
called ‘a good season in the ground,’ 
which ought to produce a good crop, 
and if things get under way in good 
shape by mid-summer, I think things 
will be better.” 

At the conclusion of the session, 
President Black read a message from 
Charles H. Ireland of Greensboro, 
NG 





Left to Right: 1—E. A. Peden, Peden 
Co. 2—L. L. Hodges, P & F Corbin 
and E. L. Parchmann, Wiebusch & Hil- 
ger, Ltd., two ex-Mississipians. 3— 
George F. Smith, Heller Bros. Co., and 
W. C. Stewart, Lockwood Mfg. Co. 4— 
John W. Cole, General Wheelbarrow 
Co. 5—G. F. Wiepert and P. E. Barth, 
Sargent & Co. 6—William MacGregor 
and Samuel Phipps, The Carborundum 
Co. 
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Hardware Prospects in Mexico 
Normal for 1930, Says 


George Wythe 


ESPITE the fact that Mexico’s 
D population had declined to the 

extent of almost a million ‘be- 
tween the 1910 census and that of 
1921, business development in that 
republic is much more important to 
American hardware men than is pop- 
ularly believed. George Wythe, Com- 
mercial Attaché of the American Em- 
bassy, Mexico City, speaking before 
the Tuesday session, gave the dele- 
gates a clear-cut picture of what is 
going on commercially below the 
southern border. He said in part: 

“The population of Mexico, ac- 
cording to the last census, in 1921, 
was 14,334,780. This is a decrease 
from the 1910 census, when the popu- 
lation was 15,160,360. In view of 
the heavy Mexican emigration to the 
United States during recent years, it 
is doubtful if the census being taken 
in May of this year will show much 
increase. 

“Mexico is primarily an agricul- 
tural country, as is shown by the fact 
that 74 per cent of the inhabitants live 
in rural communities. The only large 
city is the capital, which is not only 
the metropolis of the country but also 
the commercial, industrial and finan- 
cial center. The bulk of the popula- 
tion lives in a primitive manner, and 
is not able to buy imported goods. 
However, the social revolution since 
1910 has resulted in a somewhat 
broader distribution of wealth; and 
the opening of roads, the diffusion of 
radio, the establishment of aviation 
routes, and the extension of telephone 
and telegraph facilities, are bringing 
the Indian masses into closer touch 
with modern civilization. 

“The principal industries in Mexico 
—metallurgy and oil producing and 
refining, as well as manufacturing in- 
dustries, such as cotton, jute, iron and 
steel, paper, brewing, lumber, soap and 
tobacco—were set on foot during the 
period from 1880 to 1910. However, 
during recent years, a large number 
of smaller industries have sprung up 
under the stimulus of a protective 
tariff. The list is too long to mention 
in detail but includes shoes, knit 
goods, matches, canned fruits and fish, 
furniture, pressed glass and casings 
inner tubes, electric lamps, typewriter 
ribbons and carbon paper, industrial 
explosives, asbestos roofing, ready- 


made clothing, various food products 
and many other items. Considerable 
headway has been made in the manu- 
facture of hardware, including such 
things as wire, nails, screws, bolts and 
nuts, butts and hinges, water-heaters, 
refrigerators, beds, spikes and railway 
material, galvanized iron products, 
paint and scales. A Mexico City com- 
pany is preparing to manufacture 
aluminum ware on an important scale. 
A Monterrey company has invested 
two million pesos in a window-glass 
plant. 

“The President of Mexico has full 
authority in tariff matters, and 
changes the rates up or down at will, 
frequently on short notice. Mexican 
Governments have almost invariably 





Manufacturers’ 
Trade Practice 
Committee Report 


HE Tuesday morning session of 

the manufacturers accepted the 

report of it’s Trade Practice 
Conference Committee. A. E. Alver- 
son, Greenlee Tool Co., Rockford, IIl., 
and a vice-president of the associa- 
tion, was chairman of this committee 
whose report follows: 

“The committee appointed by the 
American Hardware Manufacturers 
Association to work with similar com- 
mittees of the National Hardware 
Association and the National Retail 
Hardware Association in the matter 
of a Trade Practice Conference has 
given much thought to the subject. 
Proper legal advice has been had, and 
the rules adopted by other industries 
approved or permitted by the Federal 
Trade Commission have been studied, 
and their possible application to the 
problems of our industries carefully 
considered. 

“This committee is ready now and 
awaits the call of the committees of 
our good friends to proceed at their 
convenience to consider such rules 
of trade practices as will meet with 
the approval of the various branches 
of the industry, their legal advisors 
and the Federal Trade Commission.” 





favored a protective tariff policy, and 
within recent years have increased 
the rates on certain commodities to 
prohibitive heights. As a consequence, 
an increasing number of American 
companies are establishing branch 
factories in Mexico or are arranging 
with local companies to pack or as- 
semble their products in the country. 

“Rapid improvement is being made 
in transportation and communications 
facilities in Mexico. In 1925, the 
Federal Government started a pro- 
gram of national highways radiating 
from the capital to the principal com- 
mercial centers. One of these roads, 
from Laredo to Mexico City, is ex- 
pected to be open to traffic by the end 
of this year. Already the section 
which has been completed as far as 
Monterrey carries a heavy traffic, 
which is the forerunner of the inva- 
sion of motorists which may be ex- 
pected when the highway is completed 
through to the capital. South from 
Mexico City, this road will be con- 
tinued through to Guatemala City, 
thus forming the Mexican section of 
the Pan-American Highway. The 
opening of this road will mark a new 
era, and may be considered of equal 
significance to the construction of the 
trunk lines of railways during the 
Diaz regime. 

“Aviation is well-suited to Mexico 
and has taken rapidly. On Dec. 1, 
1929, a total of about 11,000 kilo- 
meters of air-routes was in opera- 
tion, and there has been some increase 
since that time. 

“A subsidiary of the International 
Telephone & Telegraph Corporation 
of New York is installing new tele- 
phone equipment throughout the coun- 
try, and has connected its net with 
that of the American Telegraph and 
Telephone Company in the United 
States. The Ericsson also is very 
active. The Western Union Tele- 
graph Company operates an efficient 
cable service to Mexico. Fast pas- 
senger service has been established 
by the railway lines. 

“On the whole, 1929 was a poor 
crop year. In particular, corn and 
beans, the great food staples of Mex- 
ico, were unusually short. The Mexi- 
can Department of Agriculture esti- 
mates that the 1929 corn crop was 
34 per cent less than the average for 
the preceding five years, and that the 
1929 bean crop was 48 per cent less 
than the average for the preceding 
four years. The 1929 cotton crop 


(Continued on page 68) 
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Left to Right: 1—Mrs. Soule and Llew S. Soule, Editor, Hardware Age. 2—Mrs. Alverson and A. E. Alverson, Greenlee Tool 

Co. 3—C. M. Woolworth and Mrs. Woolworth, Animal Trap Co. of America. 4—Mrs. Cavanaugh and J. P. Cavanaugh, J. 

E. Lonergan Co. 5—Mrs. Vivian and P. H. Vivian, Imperial Knife Co. 6—Mr. and Mrs. Roy Webster, Sands Level & Tool 

Co. 7—Mrs. Batchelor and E. D. Batchelor, Jones & Laughlin Steel Co. 8—Mr. and Mrs. B. F. Watts, Jr., Peden Co. 9— 

Mrs. Peden and E. D. Peden, Peden Co. 10—George Walter Davis and Mrs. Davis. 11—Mr. and Mrs. V. H. Morgenstern, 
V. H. Morgenstern & Co. 
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also was short, and the outlook is not 
very good for 1930, in view of the 
scarcity of irrigation water in the 
Laguna district. The coffee yield was 
above the average, but the value of 
the crop is off owing to low prevail- 
ing world prices. 

The larger sugar producers were 
prosperous during 1929, as a result 
of the high prices made possible by 
the protective tariff on sugar. The 
1929-30 crop is expected to exceed the 
preceding one by about 5,000 tons. 
The unfavorable crop returns during 
1929 may be expected to have a 
serious effect on the purchasing pow- 
er of the country. 

“In spite of various fundamental 
improvements in the economic situa- 
tion, business generally remains spot- 
ty. Some lines, such as machinery, 
have done very well indeed, particu- 
larly electrical equipment and sup- 
plies—a natural consequence of the 
advent of American power interests. 
Automotive sales are keeping step 
with the lengthening mileage of good 
roads. The trend toward moderniza- 
tion has stimulated sales of office ap- 
pliances, sanitary equipment and simi- 
lar lines. But while the increase in 
manufacturing and the improvement 
in transportation methods have been 
a boon to a few of the leading cities, 
conditions in the interior are less sat- 
isfactory. In some regions the crop 
shortage is primarily responsible, 
while in others unsettled political con- 
ditions still persist. The agrarian 
question has not yet been entirely 
eliminated, and the face that a Fed- 
eral Labor Law has not yet been en- 
acted is a source of uncertainty and 
uneasiness. 


‘6 

=_ steady decline in oil pro- 
duction since 1921 naturally has been 
a hard blow to the Tampico district, 
the chief producing center, and has 
had considerable psychological effect 
on the remainder of the country. Pro- 
duction during 1929 amounted to ap- 
proximately 44,600,000 barrels, as 
compared with 193,397,000 barrels in 
1921. The principal American com- 
panies are still restricting their activi- 
ties, but on the other hand the British 
Eagle Oil Company is showing suffi- 
cient increase in the light oil fields of 
the Isthmus to offset the reduction by 
the other producers. 

“The decline in silver prices has 
caused considerable alarm, in view of 
the fact that Mexico is the leading 
silver producing country in the world. 
It is not yet certain to just what ex- 
tent the industry will be affected, but 
it is not improbable that extensive 
readjustments will be necessary. 
Already in those regions where silver 


1 


a 





Left to right: 1—Geo. J. Conroy, Elder- 
Conroy Hardware Co., and H. J. Peterson, 
North & Judd Mfg. Co. 2—S. St. J. Esh- 
leman, Secty., S. H. J. A. 3—M. E. 
Wyckoff, Hardware World. 4—John F. 
Hazen, Bethlehem Steel Co. 5—Alexan- 
der Vaughn, Vaughn & Bushnell Mfg. 
Co. 6—George H. Griffiths, General Man- 
ager HARDWARE AGE. 7—Chas. L. 
Reierson, Gilbert & Bennett Mfg. Co. 
8—A. H. Deveney, A. H. Deveney & 
Co. 9—Chas. J. Heale, Harpware 
Ace. 10—H. S. Graham, John H. 
Graham & Co. 11—Alex. A. Norton, 
12—W. T. Birnery, Western Cartridge 
Co. 13—C. R. Swisshelm, Crescent Tool 
Co. 14—E. D. Jones, Yale & Towne 


is the principal ore produced, such as 
the States of Hidalgo, Zacatecas, 
Jalisco, Sonora and parts of Chihua- 
hua, some mines have ceased opera- 
tions and others have reduced their 
activities. 

“Mexico is a country which has 
long suffered from both exaggerated 
optimism and exaggerated pessimism. 
Hence it is not surprising that the 
rosy but rather vague hopes which 
filled the air before the inauguration 
of the new President on Feb. 5 were 
succeeded by a wave of depression 
following the attempt on the Presi- 
dent’s life which occurred two hours 
after his induction into office. In an 
official statement given out by Presi- 
dent Ortiz Rubio the middle of March 
the situation was characterized as 
“an economic crisis.” As the depres- 
sion is to a large degree psychological, 
it is hoped that it will be of short 
duration, and that confidence will be 
restored as the new administration 
establishes its policies. 


es 

T HE brightest spots at the pres- 
ent time are Mexico City and Monter- 
rey, the two cities that have profited 
most from the trend toward. industri- 
alization. Trade is reviving at Guada- 
lajara after several years’ depression 
during the period of the religious con- 
flict. Business in the states of Son- 
ora, Sinaloa, Chihuahua and Duran- 
go was seriously disorganized by the 
revolution which broke out in March, 
1929, and has not yet returned to 
normal. The drought over a portion 
of that region, the reduction in min- 
ing activities due to low silver prices 
and power shortage, and the small 
crop of winter vegetables, have been 
factors of importance. The district 
around Torreon has suffered severely 
from the shdértage of irrigation water 
for the cotton fields. The precipitous 
decline in oil production forced a 
general readjustment at Tampico, 
and no immediate relief is in sight, 
although the establishment of a new 
sugar mill at Villa Juarez, State of 
Tamaulipas, and the agricultural de- 
velopments in the hinterland should 
in time furnish a broader basis for 
the city’s prosperity. 

“The Peninsula of Yucatan is iso- 
lated and in many ways has closer 
connections with the United States 
than with other parts of Mexico. 
The prosperity of that area is based 
almost entirely on the sisal crop. 
Yucatan once enjoyed a monopoly 
of this fiber, but at present only pro- 
duces about 60 to 65 per cent of the 
world crop. Plans are being dis- 
cussed to remove or reduce the pres- 
ent taxes, which make it difficult for 

(Continued on page 130) 
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Left to Right: 1—J. F. Donahue, The L 1 & Sessions Co. and John T. Everett, John T. Everett Co. 2—S. H. Crawford 





and William A. Tobler, Winchester Repeating Arms Co., Inc. 3—S. P. Buffum and E. W. Smith, Pittsburgh Steel Co. 4— 
W. H. Roberts Jr., E. E. Bryan and C. Wainwright, S. L. Allen & Co. 5—A. L. Kirksey, Ernest Query and George W. 
Eckhardt, Henry Disston & Sons, Inc. 6—C. L. Beecher, Goodell-Pratt Co. and Don S. Brisbin, Columbus-McKinnon Chain 
Co. 7—Miss Louis Hazen, Evan Edwards, Columbian Rope Co., and Miss Roberta Smith. 8—Grover Weaver, Mrs. Weaver and 
Col. Bill Pipp, Columbia Enameling & Stamping Co. 9—David B. Proesser, Lamson & Sessions Co., Mrs. Tabor and J. W. 
Tabor, McLendon Hardware Co. 10—J. M. Olin and V. G. Winston, Western Cartridge Co. with R. E. Boffenmeyer, Lamson 
& Sessions Co., F. E. Pharr, Buhrman-Pharr Co. and C. E. Chancellor, Skelton Shovel Co., Inc. 11—Miss M. B. Francis. 12— 
C. S. Haggerty, E. C. Atkins & Co., Inc. 
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Transportation Committee 
Suggests Careful Watch on 


Pending Reclassifications 


tory progress during the past 

year the transportation commit- 
tee of the Southern Hardware Job- 
bers Association urged a continued 
careful watch on pending freight re- 
classifications. The report of A. C. 
Rankin, Teague Hardware Co., 
Shreveport, La., as chairman of the 
Transportation Committee was read 
by Secretary Eshleman. As accepted, 
it was as follows: 

“Since our last meeting there have 
been very few changes proposed or 
made effective for the reason that the 
adjustment of Class Rates under 
Docket 13494 practically settled the 
basis of rates throughout that terri- 
tory in which our membership is lo- 
cated. There is, however, a general 
matter pending at this time in which 
many of the Southern Jobbers are in- 
terested which is the favorable tenta- 
tive decision from the Interstate 
Commerce Commission, revising the 
rates on all classes and commodities 
between points in the South and 
points in the so-called Southwestern 
Territory. If the examiners’ recom- 
mendation is adopted it will mean a 


S tory pro considerable satisfac- 


slight reduction in the class and com- 
modity rates and a complete elimina- 
tion of bridge tolls, which the Com- 
mission formerly imposed in the Con- 
solidated Southwestern Cases. The 
bridge toll alone amounts of 4 cents 
at Memphis and 6 cents per 100 Ib. 
at Crossings South on the first class 
basis which will, of course, be re- 
flected in the other classes as well as 
the commodity rates. 

“There have been numerous 
changes proposed by the Classification 
Committees during the past twelve 
months, in fact, too numerous to men- 
tion here. Your committee has at- 
tended meetings at various points 
with these committees and has used 
every effort to ward off increases 
where we are justified in doing so, 
and succeeded in a large measure in 
having many of the proposals for 
increases cancelled or suspended. 

“A proposal has just been issued by 
the Southern Freight Association for 
the Southern Carriers to revise com- 
modity descriptions on Agricultural 
Implements. Heretofore, descriptions 
in the classification and the tariffs 
have read: ‘Agricultural Implements 


rated 6th class,’ or ‘Agricultural Im- 
plements carload.’ Under the new 
Circular referred to above, the car- 
riers will not be able to continue to 
set out broad or general descriptions 
on Agricultural implements, and it 
will now be necessary instead of 
having general descriptions as just 
mentioned, that the carriers publish 
each and all of the individual com- 
modities on which they intend to ap- 
ply a specific rate. In other words, 
there is a tendency now to get away 
from group classifications or ratings. 
For example, another like proposal 
has been issued to reclassify rates on 
Iron and Steel Articles, such as Bil- 
lets, etc. By way of illustration will 
say that formerly Billets and other 
numerous items were listed in the 
tariffs to take the same rate as Pig 
Iron. The carriers now propose to 
cancel this method of rating and pub- 
lish a specific rate on Billets. They 
likewise propose to publish a specific 
rate on each separate Agricultural 
Implement instead of showing a cer- 
tain item to take the broad ‘Agricul- 
tural Implement 6th class rate.’ 

“This means that all of the Agri- 
cultural Implements and various items 
of Iron and Steel Articles will be 
brought up again for reclassification, 
and your committee recommendation 
is that you keep a careful watch on 
these proposed individual changes, in 
whatever form they may come about, 
to see that the rates are not increased 
over the present rates.” 





closing session of the Southern 

Hardware Jobbers’ Association 
convention in Galveston, Tex., in- 
dorsed the work being done by vari- 
ous agencies in the restoration of 
wild life and pledged in resolution 
form the support of the members to 
this work. Other resolutions in- 
cluded an appreciation of the par- 
ticipation of the American Hardware 
Manufacturers’ Association and ap- 
preciation for the fine work of offic- 
ers, speakers, and committee mem- 
bers. The resolution covering the 
restoration of wild life read as fol- 
lows: 

“Whereas we realize and believe 
that the restoration of the wild life 
resources of this country is a neces- 
sity of vast importance: 

“And whereas we are acquainted 
with the work being done to further 
this end by such agencies as the 
American Game Protective Associa- 
tion, the Sporting Arms and Ammu- 


R cicsine session passed at the 


Southern Jobbers Pledge Support 
to Wild Life Restoration Work 


nition Manufacturers’ Institute, and 
individual members thereof, State 
Game and Fish Departments, and 
many other such worthy organiza- 
tions: 

“Therefore be it resolved that the 
Southern Hardware Jobbers’ Associa- 
tion, in convention assembled, in Gal- 
veston, Tex., April 7-10, 1930, hereby 
indorses this program and commends 
to its individual members that they 
take some active part in the movement 
for restoration of the wild life re- 
sources of our country.” 

E. A. Peden, Peden Co., Houston, 
Tex., was chairman of the Resolu- 
tions committee and was aided by W. 
M. Bonham, C. M. McClung & Co., 
Knoxville, Tenn., and R. J. Ogilvie, 


Ogilvie Hardware Co., Shreveport, 
La. When the formal report of the 
committee had been accepted Mr. 
Peden offered the following resolution 
which was also passed: 

“Resolved, that the thanks of this 
association be transmitted to the 
Foreign Trade Commission for their 
recognition of our association by hav- 
ing requested the President of our 
Association to preside at the Tuesday 
morning meeting—next Tuesday—of 
the Foreign Trade Commission con- 
vention at Houston.” 

The question of the next place of 
meeting was referred to the executive 
committee for final determination. 

Thereupon the convention ad- 
journed sine die. 
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Left to Right: 1—W. R. Murray and Bill Scott, McKinney Mfg. Co. 2—John K. Dyer and A. Doherty, Doherty Hardware Co., 
Ltd. 3—R. B. Galloway, Peden Co. and J. S. Wainwright, Mansfield Tire & Rubber Co. 4—P. J. Koehr, Burgess Battery Co., 
Kenneth Stansfield, Southern Agriculturalist and Ross Turner, Burgess Battery Co. 5—-George H. Harper, National Enameling 
& Stamping Co., Inc. Walter Scott, Winchester Repeating Arms Co. and G. B. Cragg, American Screw Co. 6—H. J. Strugnell 
and C. B. Wells, Remington Arms Co. Inc. 7—George H. Winston, D & H Scovil, Inc., and R. B. Skinner, Skinner Chuck Co. 
8—F. Herbert Smith, Nicholson File Co. and E. E. Gibbs, Wemterly & Thomas Hardware Co. 9—W. H. Rattenbury, Landers 
Frary & Clark, Norman Mintz, Silver Lake Co. and H. P. Kniskern, Landers Frary & Clark. 10—W. I. Moody, Orgill Bros. 
Co. and E. G. Dugey, Newport Rolling Mill Co. 11—R. P. Boyd, Savage Arms Corp., elected president of The Old Guard, 
after serving many years as its secretary and Dan Scoates, Secretary, Texas Retail Hardware Ass’n. 12—-R. M. Parsons and L. 
S. Pickup, Stanley Works. 13—-M. G. Lipscomb, Cavert, Lipscomb & Scruggs, Mrs. Lipscomb and Tillman Cavert, Cavert, Lips- 
comb & Scruggs, 14—E. C. Palmer and C. R. Babson, Winchester Repeating Arms Co. 15—W. J. Curtis, Schavolite Golf Corp. 
16—William C. Baird, Norton Door Closer Co., Ralph J. Compton, McKinney Mfg. Co. and J. B. Steele, Norton Door Closer Co. 
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Manufacturers Indorse Capper- 
Kelly and Cramton Bills— 
Will Urge Passage 


T the closing session of its six- 
tieth semi-annual convention 
held at Galveston, Tex., the 

American Hardware Manufacturers’ 
Association indorsed formally by 
adopted resolutions the pending Fed- 
eral legislation designated as the 
Cramton Bill and the Kelly-Capper 
Bill. The resolutions covering these 
indorsements follow: 

“Whereas, it is recognized that 
established standards of living, work- 
ing conditions and wage scales in the 
United States far exceed those of all 
other nations, with consequent higher 
production costs, and 

“Whereas, it has become apparent 
that existing law and inflexible regu- 
lations governing purchases of ma- 
terials and supplies by the several De- 
partments and Agencies of the Gov- 
ernment of the United States under 
certain circumstances automatically 
discriminate against American prod- 
ucts by reason of price alone, and 

“Whereas, specifications providing 
for such purchase frequently are so 
inadequately descriptive that price is 
not a true test of value even on com- 
modities or articles which may tech- 
nically conform to the specifications, 


iT 7 

B E it Resolved, that the Ameri- 
can Hardware Manufacturers’ Asso- 
ciation, in convention assembled, ap- 


peals to the President of the United 
States and to both Houses of Con- 
gress to initiate and enact such legis- 
lation or modification of existing laws 
and regulations as will invest reason- 
able discretion in the purchasing off- 
cers of the several Departments of the 
Government, to the end that Ameri- 
can products for governmental use or 
consumption may at all times and 
under all conditions be on a basis fair- 
ly competitive with the products of 
foreign nations.” 

“Whereas, law and_ regulations 
governing purchases by the several 
Departments of the United States 
Government are at the present time 
lacking in uniformity, and whereas 
such lack may be the cause of misun- 
derstanding, confusion or possible loss 
to those seeking to obtain such con- 
tracts or in the fulfillment of same, 


ee 

B E it Resolved by the American 
Hardware Manufacturers’ Associa- 
tion in convention assembled, that this 
Association unanimously indorses and 
urges the enactment of House Bill 
5568, the so-called Cramton Uniform 
Contract Bill, and 

“Be it further Resolved, that this 
association specifically commends 
and indorses the authority for the ex- 
ercise of reasonable discretion con- 
ferred upon purchasing officers under 





Alexander Vaughn, Vaughn & Bushnell Mfg. Co., and Roy Webster, Sands 
Level & Tool Co., watching E. P. King, Hubbard & Co., sink a putt 


Section 7 of said Bill, which reads as 
follows: Award of Contracts—All 
bids shall be publicly opened at the 
time and place stated in the adver- 





tisement. Award shall be made with 
reasonable promptness by written 
notice to that responsible bidder 


whose bid, conforming to the speci- 
fications, will be most advantageous 
to the Government, price and other 
factors considered; Provided, That 
acceptance of any other than the low- 
est bid conforming to the specifica- 
tions, or the rejection of any bid on 
the ground of the bidder’s irresponsi- 
bility, shall be by the head of the de- 
partment concerned, whose decision 
shall be final, and in each such case 
he shall file with the original con- 
tract a statement of his reasons there- 
for, an abstract of all bids received, 
and a copy of the advertisement; 
Provided further, That all bids may 
be rejected when it is in the public 
interest so to do; Provided further, 
That when the regular station of the 
head of the department concerned is 
located outside of continental United 
States he is hereby authorized to dele- 
gate his authority under his section to 
such representative in the United 
States as he may deem advisable. 

“Whereas, The manufacturer of 
any trade-marked article has a vital 
interest in the value placed upon his 
product by the consuming public, and 

“Whereas, The recognition of his 
value must be uniformly established 
to promote the free flow of merchan- 
dise through distribution channels, 
and 

“Whereas, there should be Federal 
Legislation legalizing the right of 
any producer of identified merchan- 
dise who’ is in fair and open compe- 
tition with other producers of similar 
or competing merchandise, to enter 
into inforceable contracts, at whole- 
sale or retail, or both, for the protec- 
tion of resale prices upon his own 
identified merchandise, therefore by 
the American Hardware Manufac- 
turers’ Association in convention as- 
sembled, be it 

“Resolved: That this Association 
indorse House Bill 11, the so-called 
Capper-Kelly Bill, and earnestly urges 
its passage by the House of Repre- 
sentatives and the Senate of the 
United States.” 

Other resolutions embraced an ap- 
preciation of the continued good-will 
of the Southern Hardware Jobbers’ 
Association which met in joint con- 
vention with the manufacturers; and 
appreciation to the speakers, commit- 
tees and hotels for their part in help- 
ing to make the convention a success. 
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Left to Right: 1—George A. Fernley, Sec’y-treasurer, National Hardware Ass’n. and Harry Black, Black Hardware Co., presi- 
dent, S. H. J. A. 2—Charles F. Rockwell, Sec’y-treasurer, American Hardware Manufacturers Ass’n., Bill Ross, Standard Tool 
Co. and R. G. Thompson, Lufkin Rule Co., vice-president, American Hardware Manufacturers Ass’n. 3—vVirgil Keith, E. L. 
Wilson Hardware Co., treasurer, S. H. J. A. 4—Dan M. Bell, Manufacturers Agent, Roy Smith, The Walter Tips Co., and 
H. Soper, Greenfield Tap & Die Corp. 5—H. H. Tucker and T. B. Rowan, Fones Bros. Hardware Co. with W. H. Martin, 

6—Mrs. J. W. Speight. 7—Douglas G. Adair, Ruberoid Co. 8—J. H. Crowe, Long-Lewis Hard- 


King Stove & Range Co. 

ware Co., P. D. Preston, The Collins Co., and Carlton Fox, Rox Bros. Hardware Co. 9—D. O. Macquarrie, Corbin Cabinet 

Lock Co., A. A. Nelson, Keystone Steel & Wire Co., J. W. Anderson, Sheffield Steel Corp., E. D. Long Jr., Gulf States 
a 


Steel Co., with W. M. Acker and D. A. Glidden, Gulf States Steel Co. 10—W. A. Parker, Beck & Gregg Hardware Co., T. 
R. Frazer, Rome Hardware Co., Frank I. Clark, Iver Johnson Arms & Cycle Works, W. B. Joslin, E. W. Simon Co. and L. A, 
Hardison, Stratton-Warren Hardware Co. 11—James Hutchinson, Stanley Works. 
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Harry Black Reelected as President Southern 
Hardware Jobbers Ass’n 


J. L. Pitts and F. E. Pharr Chosen as 
Vice-Presidents. 


T the closing session of the 
A fortieth annual convention of 
the Southern Hardware Job- 

bers Association held in Galveston, 
Tex., April 7 to 10, Harry A. Black, 
Black Hardware Co., Galveston, ;Tex., 
was reelected president of that body; 
J. L. Pitts, Brown-Roberts Hardware 
& Supply Co., Alexandria, La., and 
F. E. Pharr, Buhrman-Pharr Hard- 
ware Co., Texarkana, Ark., were 
chosen first and second vice-presi- 
dents respectively. John Donnan, W. 
S. Donnan Hardware Co., Richmond, 
Va., who for many years served as 
secretary-treasurer, was chosen hon- 
orary vice-president. Secretary S. 
St. J. Eshleman, New Orleans, La., 
and Treasurer Virgil L. Keith, E. L. 
Wilson Hardware Co., Beaumont, 
Tex., will continue to serve in their 
respective positions, as will Sergeant- 
at-Arms R. P. Boyd, Savage Arms 


Corp. Mr. Boyd for many years has 
been secretary of the Old Guard, but 
at the 1930 meeting was elected its 
president. 

Mr. Pitts’ place on the Executive 
Committee was filled by the election 
of W. I. Moody, Orgill Bros. & Co., 
Memphis, Tenn., who will serve with 
C. H. Ireland, Odell Hardware Co., 
Inc., Greensboro, N. C., J. W. Thor, 
McLendon Hardware Co., Waco, 
Tex., and W. M. Bonham, C. M. Mc- 
Clung & Co., Knoxville, Tenn. 

Members of the advisory board are: 
Mr. Donnan, Mr. Ireland, G. A. 
Trumbull, Huey & Philp Hardware 
Co., Dallas, Tex., Mark Lyons, Mc- 
Gowin-Lyons Hardware & Supply 
Co., Mobile, Ala., and L. M. Stratton, 
Stratton- Warren Hardware Co., 
Memphis, Tenn. 

W. M. Parrish, Keith-Simmons Co. 
will serve as Simplification Commit- 
teeman and H. J. Allison, Glasgow- 
Allison Hardware Co., Charlotte, 
N. C., and T. R. Frazer, Rome Hard- 


R. P. Boyd Heads the Old Guard 


Succeeds N. A. Gladding as Presi- 

dent After Serving Many Years as 

Secretary—Larry Sullivan Chosen 
Secretary. 


HE Old Guard Southern Hard- 
ware Salesmen’s Association 
held its annual meeting and 


dinner at the Hotel Galvez, Tuesday, 
April 8. President Nelson A. Glad- 


ding, E. C. Atkins & Co. presided, 


with R. P. Boyd, Savage Arms Co., 
acting in his usual efficient manner 
as Secretary. 

It was a business meeting, at which 
action was taken on the routine and 
special matters which had accumu- 
lated during the year. Also it was 
conducted in a business like manner. 

Finally came the annual election 
of officers, and when the report of the 
nominating committee was read, the 
quiet session turned abruptly into one 
of applause and approbation. Even 
the President’s gavel failed to soften 
the cheers when the announcement 
was made that R. P. Boyd, Bobby to 
the members, was nominated for the 
presidency of the organization. Bob- 
by has been an outstanding member 
of the Old Guard, an intensely loyal 
and efficient officer for many years. 
He had made himself so valuable as 
a secretary that it almost blocked his 


advancement to the great office of 
president. But the committee finally 
located another efficient secretarial 
possibility in the person of Leo Law- 
rence Sullivan, Irwin Auger Bit Co., 
Larry for short, and Bobby Boyd 
came into his own. Needless to say 





R. P. BOYD 


the election was unanimous, and 
President Boyd with Secretary Sulli- 
van will guide the destinies of the 
Old Guard during the coming year. 

Several new members were added 
to the roll, and Robert Martin, At- 
lanta, Ga., was elected an honorary 
member. 





J. L. PITTS 


ware Co., Rome, Ga., will serve as 
delegates to the Hardware Council. 

Mr. Moody, was chairman on the 
nominating committee and was as- 
sisted by W. A. Parker, Beck & 
Gregg Hardware Co., Atlanta, Ga., 
and J. Paul Kelly, Huey & Philp 
Hardware Co., Dallas, Tex. Messrs. 
Tabor and Lyons served as the audit- 
ing committee. 


When the business session ad- 
journed the members were conducted 
to the banquet room for a real, old 
fashioned, Old Guard Dinner. There 
was entertainment a plenty, good 
music, good singing and good talks. 

Among the invited guests were: 
President Stone and Secretary Rock- 
well of the American Hardware Man- 
ufacturers Association; President 
Black and Secretary Eshleman of the 
Southern Hardware Jobbers Associ- 
ation; Secretary Fernley of the Na- 
tional Hardware Association, and 
President Paul Kelly of the Texas 
Jobbers Association. Each of these 
distinguished visitors addressed the 
members, and their talks ranged from 
serious business to humor and senti- 
ment. The newly elected president 
proved that his ability as an orator 
and presiding officer is as great as 
that along secretarial lines, while Gus 
Gladding revealed the same executive 
ability in handling the program, that 
he had shown in the presidential 
chair. 

Altogether it was a notable and en- 
joyable occasion, marred only by the 
enforced absence of Joe Hottel and 
others, whose duty kept them else- 
where. 


The Old Guard Southern Sales- 
men’s Association stands for the best 
in Hardware Service. Its member- 
ship is limited to 100, and the require- 
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“SI 
un 





ments of membership include the sell- The several committees are to be ciency of transportation and other 
ing of hardware and related lines to congratulated for the scope of the arrangements which added so much 
the jobbing trade in five or more recreation features and for the effi- to the pleasure of the convention. 


southern States for fifteen years or 
longer. The right to such member- 
ship is a voucher for faithful, loyal 
service, honesty, charity, ability and 
good fellowship. 

Under the leadership of R. P. Bovd 
it will not only maintain past stand- 
ards, but will forge onward to new 
and greater accomplishments. 


Plenty of Entertainment 
at Galveston Convention 


There was plenty of recreation 
for the delegates and their ladies 
at the Galveston convention, with 
golf, tennis, boat rides and bathing 
during the day and dancing at night. 
Many of the men and some of the 
ladies started playing golf Sunday 
at either the Galveston Country 
Club or the Bayshore Golf Club. As 
all sessions were confined to the 
mornings, the afternoons were free 
for more golf. Each evening there 
was dancing with the formal recep- 
tion Tuesday night at the Galvez 
ballroom. Wednesday night the 
dancing was held at the Galveston 
Country Club with an informal 
buffet supper. At the Tuesday 
party Miss Audrey Levy enter- 
tained with Feature Dancing and 
Mrs. E. E. Howell offered Scotch 
musical selections. 

Sol L. Levy was chairman of the 
Golf Committee assisted by B. F. 
Watts, Jr. and E. E. Cortes. Mrs. 
Harry G. Black was chairman of 
the card party committee assisted 
by Mrs. D. D. Peden and Mrs. A. 
H. Schumacher. Mrs. Sol L. Levy 
was chairman of the transportation 
committee assisted by Mrs. J. C. 
Bering and Mrs. E. A. Peden. 

There were various awards in the 
golf tournaments both for skill and 
lack of skill in driving, putting, and 
for low and high scores. 

Mrs. Harry A. Black was chair- 
man of the ladies’ reception commit- 
tee assisted by Mesdames W. A. 
Cortes, Frank L. Hereford, J. G. 
Wood, J. L. Osborne, S. St. J. 
Eshleman, .\. C. Cade, So Left to Right: 1—E. F. Flato, Corpus Christi Hardware Co., J. E. Stone, Stanley 
comb, Hugo Weidman, Paul Haller Works, president American Hardware Manufacturers Ass’n and Col. Houston Dudley, 
and Sol L. Levy. Gray & Dudley Co. 2—C. B. Stinson, Continental Screen Co., S. C. Cooper and 


c . Aubert Smith, Southern Plow Co. 3—E. L. Hornibrook, John F. Wood and George F. 
Each afternoon there was a boat Witte G. E. Wright Steel & Wire Co. 4—W. C. Perkins, American Chain Co., 


ride around Galveston harbor and H. J. Huggins, Orgill Bros. Co. and A. P. Van Schaick, American Chain Co. 5— 


on Tuesday afternoon a_ bridge Charles Nuchols, American Hardware os ay Hs oo oe ree 
; & Co., Mrs. R. H. Myers and R. H. Myers, Simon aw & Steel Co. 6—P. E. 
luncheon was held for the ladies at de Berard, Estwing Mfg. Co., with W. G. Fisher, Harry Davidson and P. J. Clark, 


Gaidos, Over the Gulf. French Battery Co. 














SELLING Buyers 
or SELLING (GOODS 


HE other night I was fortunate enough to be one 

of a party at a dinner given to a well-known actor 

who is just finishing a long run with a very suc- 
cessful play. Before the dinner and before I had been 
introduced to this actor, I happened to meet him, chatting 
in a group. I asked him where we had met before, that 
his face was very familiar indeed. He replied with a 
smile and a twinkle of the eye that he didn’t think we 
had ever met before. “Oh, yes, we have,” I answered. 
“T happen to have a very good memory for faces and 
I have met you some time and some where.” However, 
I could not place him, but, of course, when our host 
introduced us and I heard his name I remembered I had 
seen him a number of times on the stage. Happening 
to sit next to him at the table, he told me some very 
amusing stories in connection with the life of actors. 
He said almost everywhere he went people would stop 
and stare at him. They were wondering where they had 
met him before. He said this was such a usual thing 
that after a while actors become accustomed to it. Then 
he also told me about the letters actors receive. This 
gentleman happens to be very handsome and played 
a very romantic part. He also happens to be very 
happily married and exceedingly domestic in his tastes. 
He told me that his wife enjoys reading the fan mail he 
receives from flappers just as much as he does. This 
gentleman is more than fifty years of age but, of course, 
with his makeup on, on the stage, he looks very much 
younger. Some of the young ladies who write him im- 
passioned epistles would enjoy seeing him at home with 
his wife and several well-grown children. 

This actor told me one thing that was especially in- 
teresting. He said when a play was first put on, all of 
the critics and regular theater-goers went to see the play. 
This was especially true when the play was produced 
with well-known actors and actresses in the cast. “Now, 
on the stage,” he said, “an actor actually feels his audi- 
ence. In the first two or three weeks of a production, 
when a fine point is made by one of the cast, there is an 
immediate appreciation and response with applause on 
the part of the audience. The critics and the hardened 
theater-goers are quick to appreciate a good turn in 
words, inflection or in acting. But,” said he, “after the 
first two or three weeks the audience changes. People 
come to see the play because they have heard it is good. 
The audience is not so keen. They just sit, but don’t 
grasp the fine points, so the applause does not come and 
after a while during a long run it is very difficult for 
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an actor to keep up his own interest, just because he 
feels that his audience is not sufficiently intelligent to 
appreciate his good work.” 

To me all this was very interesting, and I think the 
same thing applies to business. Take a salesman, for 
instance, who travels for a house which is very appre- 
ciative of his work. This salesman is constantly en- 
couraged by this appreciation to do better work. On 
the other hand, when a salesman travels for a house that 
does not know good work when it is done, or if they do 
know are absolutely dumb when it comes to expressing 
their appreciation, naturally he does not keep up on his 
toes. There is no power in the world that brings out 
the best in us like appreciation. I remember the editor 
of a certain paper in the West. He was a man of un- 
usual intellectual gifts, but he cared absolutely nothing 
for money or material things. His whole life was 
devoted to ideas. He did not care where he lived, when 
he ate or what clothes he wore. This man, however, 
had one peculiar gift, and that was his ability to pick 
ability in young writers. I am talking about the late 
William Marion Reedy, editor of the Mirror in St. 
Louis. Few men in the United States have picked and 
encouraged young writers with the unerring ability of 
William Marion Reedy. Dozens of writers I know owe 
their careers to the encouragement they received from 
Reedy. Reedy himself never had any money. It was 
almost always a problem with him to meet the weekly 
payroll of his paper, but when he died there were few 
men in the United States who received, as he did, first- 
page articles in all of the leading papers and magazines 
in the country in regard to their work. Men of ideas all 
over this country and in Europe appreciated Reedy. 


LreMEMBER at one time I conceived the idea of pub- 
ing a municipal paper. The idea of this paper was to study 
and codify all municipal laws and regulations. It seems 
to me that there is a world of waste in every city and town 
trying to work out its own laws individually. My idea 
was that this paper would make a study of all municipal 
problems, pick out the best laws that were passed, and 
so save a world of work for a lot of other cities. In 
other words, it was simply a plan to standardize and 
make more efficient the government of cities. Then it 
also occurred to me that a paper of this kind if effi- 
ciently edited would naturally carry all the advertising 
of the people who sold goods to cities. I laid this plan 
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He thought it was a good one and, if 
properly handled, would be profitable. I made him an 
offer to become the editor of this paper. Then Reedy 
said to me: “What will you do?” My reply was that I 
would be business manager. Then he inquired: “Now 
tell me, will the business end dictate to the editorial end 
of this paper or will the editorial end dictate to the busi- 
ness end?” I told him, of course, this paper would be run, 
not as a philanthropical institution, but to make money, 
and therefore the business end would have to dictate some- 
what to the editorial end. “That means,” said Reedy, 
“that you would then censor my editorials, and that you 
would also tell me what to write about.” I had to admit 
there might be something to that. “Well,” he replied, 
“T have never had $5,000 all at one time in my life, and I 
never expect to, but I decline your job. I would rather 
run my own paper, say what I please and starve most 
of the time.” That was Reedy, and as an editor he was 
the most appreciative man of young writers I ever knew. 
He even suggested to me that I had in my makeup some- 
thing of the germ of a writer. He encouraged me to 
write, and anonymously I published a number of rather 
radical articles in his paper. It was sometimes fun for 
me to hear these articles discussed by my friends. 


* * * 


before Reedy. 


Naruraty I hear a good many sales stories. Some 
of them are hot off the griddle. The other day the sales 
manager of a very important concern told me a story 
that gave me a good laugh. I wonder how many of us 
have had a similar experience. This sales manager, 
being an officer of his company, went out West and 
called on an old friend who happened to be president of 
an important house. The sales manager convinced this 
president that it would be to his interest to add his line 
of goods. It was a splendid alliance. The sales manager 
was very proud of having made the sale. The presi- 
dent of the company called in a number of the head men 
in his institution, including buyers and sales managers, 
and informed them he had taken on this line of goods. 
Everything looked lovely, but “there is many a slip ’twixt 
the cup and the lip.” This house got the goods, put 
them in stock and they were offered to their salesmen to 
sell. Then what happened? Underground grapevine 
opposition proceeded to get in its work. Everything 
went wrong. The slightest defect in any of the goods 
was shown to the president. The slightest slip in the 
way of service was reported to the president. Every 
complaint from salesmen or customers about these goods 
was shown to the président. When salesmen were in- 
structed in the selling of their lines this line was all 
right, but Every little claim that could be made 
was shoved at our sales manager. Disagreeable letters 
were written. While this sales manager and his house 
could please every other customer, it was impossible to 
please this customer. Nothing was right! 

What was the trouble? Of course, the trouble was 
simply that this sales manager had sold his line to the 
president! He had stepped over the head of the buyer. 
He had not consulted their sales manager. Therefore, 





with the exception of the president, the entire personnel 
in this business were against his line and finally suc- 
ceeded in killing it, because, of course, the president 
was finally worn out with all the trouble and complaints. 


“This,” said the sales manager to me, “was an excellent 
experience. The mistake I made was in not starting at 
the bottom and selling my goods up. What an organiza- 
tion, especially in a large business, can do to you when 
they decide to kill off your line! The case is hopeless. 
No more top selling for me,” said he. “After this I 
start my sales campaign with the porter who loads the 
goods on the truck. No more presidents for me! If 
the president of a concern should offer me an order I 
would thank him, but I would turn it down, although 
the next day I might start to work for this order in the 
shipping department of the same house. 


o* * * 


I WAS very much interested in the above story, and 
at a meeting of some leading advertising men I hap- 
pened to refer to it. “Oh,” said these advertising vet- 
erans, “that is a bromide. Your sales manager was cer- 
tainly new at the game if he didn’t know any better 
than to sell to the president of any company. In the 
advertising game long ago we learned that if we hap- 
pened to make a deal with the president of a company, 
we were sure to have the opposition of everybody else 
in the business who had anything to do with advertising, 
and almost invariably in the end this underground grape- 
vine opposition ran us out of the account.” 

Well, well, isn’t this interesting! But just ask any 
experienced sales manager, and especially any head of 
an advertising agency, about the truth of this. I my- 
self have had some experience along this very line. I 
remember a certain magazine sold me on their advertis- 
ing. I gave orders that they were to have a monthly 
full page. It happened that the president of this pub- 
lishing company was a personal friend of mine, but 
nevertheless I thought his magazine was an excellent 
advertising medium. One day, however, I happened 
to take my eye off the ball and I found this advertising 
was all switched to another magazine. I made a 
thorough investigation and found that the new magazine 
had about half the circulation of the old one. Their 
rates were also 50 per cent higher than the old one, but 
just the same they got the business, and the real reason 
is that the president of the company happened to ex- 
press the desire that a particular magazine be used. 
Well, why not? What has the president of a company 
got to say about finances, or selling, or advertising, or 
anything else! 

All this reminds me that a certain prominent manufac- 
turer once told me that the most important men in his 
business were the foremen at his factory. He said: 
“These men actually do the work. The basis of our busi- 
ness is the quality of our goods, and the quality of the 
goods depends upon our foremen. Therefore, our fore- 
men are more important to me than the president, vice- 
presidents or anyone else in my business. I can get 
along without the sales manager,” said he, “or without 
a treasurer ; I don’t even need a credit man, but I can’t 
get along without the right kind of foremen to make 
my goods.” So, that’s that! 


* * * 

Another sales manager dropped in to see me, and just 

as cowboys talk horse, and shooters talk guns, we, of 
(Continued on page 120) 
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PLAN IS PROGRESSING 


Chicago dealers heard more 
about the plan of the Chicago 
Retail Hardware Association to 
broadcast information about the 
hardware trade over the air at 
the meeting of that organization 
in the Hotel Sherman on the 
night of April 11. The directors 
have decided to go ahead and 
raise the fund to meet the cost 
of the broadcast every Monday 
night between 9 and 9.30, Cen- 
tral time, over Station WENR. 

C. J. Whipple, president of 
Hibbard, Spencer, Bartlett & 
Co., Chicago, addressed the re- 
tailers on the problems of their 
business as viewed from the 
standpoint of a jobber. Mr. 
Whipple stressed the individual- 
ity of each dealer’s situation and 
declared that retail success was 
largely a personal matter. He 
urged modernization through- 
out. 

Edwin R. Borroff of Station 
WENR explained the nightly 
program sent out from his sta- 
tion by the cast known as “The 
Smith Family,” tuning in hap- 
pily with the now famous “Smith 
Family Consumers” of which so 
much has been heard at the 
hardware conventions. 

Mr. Borroff proposed to intro- 
duce a new character into the 
cast, “Mr. Brown,” the hard- 
ware dealer across the way. 
“The Smith Family” has been 
broadcasting from Station WE 
NR for 64 weeks and is said to 
have a large following. An- 
other station, WIBO, had been 
considered by the association 
directors. 

President Charles A. Dressel 
of Oak Park conducted the 
meeting. Secretary J. C. Amis 
reported the addition of several 
associate members. One hun- 
dred and fifty attended the 
gathering. Miss Florence 
Kaup, daughter of Richard 
Kaup, whose hardware store is 
at 1140 West 79th St., Chicago, 
danced for the entertainment of 
the dealers. 

SETH SALES CORP. BUYS 
BURN-ALL INCINERATOR 

Seth Sales Corp., 62 W. 14th 
St., New York City, has taken 
over the sales and manu factur- 
ing rights of the Burn-All In- 





have been made with the in- 
yentor and the Burn-All Incin- 


erator Corp. its former manu- | 


facturer. 


KELLY AGAIN HEADS 
TEXAS JOBBERS ASS’N 


J. Paul Kelly, Huey & Philp 
Hardware Co., Dallas, Texas, 
was reelected president of the 
Texas Hardware Jobbers As- 
sociation at the annual meeting 
held Monday, April 7, at the 
Galvez Hotel, Galveston, Texas, 
just prior to the opening of the 
joint convention of Southern 
jobbers and the manufacturers. 
E. C. Oliver of the same com- 
pany will also serve another 
year as secretary of the Texas 
organization, which meets four 
times a year, twice in the north- 
ern part of Texas and twice in 
the southern part of the State. 
Edwin Flato, Corpus Christi 
Hardware Co., Corpus Christi, 
Texas, and J. W. Tabor, Mc- 
Lendon Hardware Co., Waco, 
Texas, were elected first and 
second vice-presidents, respec- 
tively. 

EDWARD GUY REPESENTS 
WATKINS COTTRELL CO. 


Edward Guy now represents 
Watkins Cottrell Co., Rich- 
mond, Va., in part of eastern 
North Carolina and makes his 
quarters in Rocky Mount. He 
succeeds Hunter Keck, who has 
resigned from the company. 


| 
| 
| 
j 





Revise Trade Practice Conference Rules 


New York Meeting Held April 15 


The Ammunition Manufac- | 
turers Association, which was | 
organized last December for 
the purpose of remedying exist- 
ing unsettled conditions in the 
ammunition industry, held a 
Trade Practice Conference at 
the Hotel New Yorker, New 
York City, on April 15. Com- 
missioner William E. Hum- 
phrey of the Federal Trade 
Commission was present to 
hear the rules which were pro- 





posed. 
The rules which were sub- 
mitted were practically the 


same as those which have been 
approved for other industries 
at similar conferences and are 
intended to eliminate unfair 
trade practices. However, it is 
understood that the Federal 
Trade Commission has recently 
adopted a different policy from 
that prevailing in the past. For 
this reason some revisions were 
suggested in the tentative rules 
which were proposed. Re- 
visions which were suggested 
for the most part pertain to 
changes in phraseology and 
word structure. 

It is the intention of the as- 
sociation to reword the rules 
in accordance with the latest 
interpretation of the law by the 
Trade Commission and again 
submit the rules for Federal 





approval. The opinion prevails 
generally that the rules in their 
revised form will retain their 
intended effectiveness. 

Members in the association 
believe that through a merchan- 
dising structure being estab- 
lished on a sound and ethical 
basis that much of the hazards 
and losses heretofore present in 
the manufacture, distribution 
and purchase of ammunition 
will be eliminated. It is also 
their opinion that substantial 
economies in distribution can 
also be effected for the benefit 
of all concerned. To this end 
one of the most important rules 
proposed at the recent confer- 
ence dealt with the unethical 
practice of secret rebates. Six 
thousand copies of the proposed 
rules were printed and placed 
in the hands of ammunition dis- 
tributors before the rules were 
submitted in Trade Practice 
Conference. 

It is estimated that the as- 
sociation represents from 90 to 
95 per cent of the ammunition 
industry in the United States 
when viewed from the stand- 
point of production. The mem- 
bership of the organization was 


y represented 100 per cent at the 


conference, which indicates the 
universally interested attitude 
of the industry in the matter. 





Burgess Battery Men Make Special Sales Drive for Van Camp 


Maker-jobber cooperation was 
recently exemplified in outstand- 
ing style when the Van Camp 
Hardware & Iron Co., Indian- 
apolis, took on exclusive distri- 
bution in its jobbing territory 
of the batteries and flashlights 
manufactured by the Burgess 
Battery Co., Chicago. To initi- 
ate and emphasize the alliance, 





nine Burgess sales representa- 
tives drove over the Van Camp 
wholesale field, calling on 1000 
retailers. Within two weeks 
they returned to the Indianap- 
olis house -with a tall stack of 
orders. In front of Van Camp 
headquarters, they lined up 


along the curb with their cars 
and sample-cases and had their 





pictures taken. Reading from 
left to right, these are the Bur- 
gess salesmen who made this 
special drive for the Van Camp 
organization: E. F. Koltes, J. 
A. Hillman, E. J. Lybert, J. I. 
Goulding, L. W. Auckland, E. 
E. Osborne, H. L. Bond, R. W. 
Wagner, E. L. Morris and F. 
M. White. 
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Lainson is President W. M. Dutton 
& Sons Co. 


Harry A. Lainson, formerly 
vice-president W. M. Dutton 
& Sons Co., Hastings, Neb., 
wholesale distributors, has been 
elected as president and general 
manager of that company. He 
succeeds A. C. Barclay, who re- 





viously he had sold for other 
distributors. Shortly after 
joining the Dutton company he 
became sales manager. He will 
continue to supervise sales. 
Mr. Empkie has been a 
wholesale distributor for many 





E. L. EMPKIE 


signed as president and treas- 
urer. Other officers elected 
were: W. R. Snyder and F. B. 
Reed, vice-presidents, and E. L. 
Empkie, treasurer. W. M. Dut- 
ton, Jr., will continue as secre- 
tary. 

Mr. Lainson jointed the firm 
ten years ago as manager of 
the hardware department. Pre- 


H. A. LAINSON 


years. He had been treasurer 
of Empkie-Shugart-Hill Co., 
Council Bluffs, Iowa, until its 
merger with Lee-Kountze 
Hardware Co., Omaha, Neb. 
Since the merger he had been 
with the merged organization. 
The other officers had been 
with the company for many 
years. 





A. R. CLARK INTEREST IN 
CLARK CO. IS SOLD 


Arthur R. Clark, vice-presi- 
dent of the Clark Hardware 
Co., wholesale and retail hard- 
ware distributors in Jamestown, 
N. Y., has sold his interest in 
the corporation to other stock- 
holders. He has joined Her- 
bert J. Randall, Rane Tool Co., 
Inc., in the same city. Henry 
J. Oser, in the employ of the 
company for 25 years, has been 
elected to fill the vacanacy on 
the board of directors caused 
by Mr. Clark’s resignation. 

H. B. Laudenslager,- secre- 
tary of the company, succeeds 
Mr. Clark as vice-president, 
and has been in the organiza- 
tion for 30 years. Other di- 
rectors are: G. B. Pitts, pres- 
ident, treasurer and general 
manager; S. A. Gourlay and 
William B. Pitts. 





RICHMOND HDWE. CO. 
IS ZENITH DISTRIBUTOR 


Richmond Hardware Co., 
Richmond, Va., has been ap- 
pointed as an exclusive distrib- 
utor for Zenith Radio Corp., 
Chicago, Ill., according to an 





announcement made by the Ze- 
nith organization. This concern 
will handle the Zenith products 
in practically the entire State 
of Virginia and in eastern 


‘North Carolina through its road 


sales force of 12 men. It is an 
old company and was founded 
in 1897. 

W. D. Stuart is president, 
S. H. Wilkinson is vice-presi- 
dent, and R. E. V. Farrar is 
secretary and treasurer. L. E. 
Clark manages the radio divi- 
sion. 

INDEPENDENT LOCK CO. 
BRANCH IN PITTSBURGH 


Independent Lock Co., Fitch- 
burg, Mass., has announced the 
opening of a new branch ware- 
house at 108 Smithfield St., 
Pittsburgh, Pa. Joseph Falk, 
formerly assistant sales mana- 
ger at the Fitchburg quarters, 
will manage the new branch. 

A complete line and a sub- 
stantial stock of Olco products 
will be maintained at the Pitts- 
burgh branch, enabling immedi- 
ate shipments to the trade in 
that district. The new branch 
is opened in answer to the re- 
quests of the trade. 





WARD, SEARS-ROEBUCK 
AGAIN DISCUSS MERGER 


Discussions looking toward a 
merger of Sears-Roebuck and 
Montgomery Ward, the two 
largest mail order houses in the 
United States, were reported 
under way during the past week. 
Talk of a consolidation of these 
two houses has been heard sev- 
eral times, and it is known that 
some negotiations have taken 
place, but it is believed any an- 
nouncement of the successful 
completion of the deal is pre- 
mature. 

Bankers in New York repre- 
senting Sears, Roebuck & Co. 
are said to have confirmed re- 
ports that informal discussions 
had been carried on looking to 
an affiliation of the company 
with Montgomery Ward & Co. 
The negotiations, however, have 
not reached an advanced stage, 
and no definite merger offers are 
known to have been made, the 
bankers said. 

Vigorous expansion in the re- 
tail field has been held to be 
partly responsible for a reduc- 
tion of earnings a share by 
Montgomery Ward in 1929, 
compared with 1928. 

Among the reports current in 
Wall Street was one that con- 
versations between officials of 
the company were aimed at es- 
tablishing an arrangement con- 
cerning future expansion rather 
than toward a merger. It was 
pointed out that the wholesale 
opening of retail units, with the 
purpose of maintaining suprem- 
acy of sales might become an 
uneconomic enterprise, and it 
was said officers of the com- 
panies were discussing the ad- 
visability of consulting one 
another on future expansion or 
development programs. Any ar- 
rangement of this sort would 
have to conform to Federal 
regulations. 

The plan of prepayment of 
charges for delivery which the 
companies adopted in 1929 was 
another reason advanced for the 
lower share earnings reported 
by Montgomery Ward last year. 
Modification of this plan was 
reported by Mr. Everitt, who 
said prepayment was “burden- 
some.” 

It has been pointed out that 
were the two houses to be united, 
the combination would be the 
largest retail merchandising 
group in the world with poten- 
tial sales volume of nearly 
$750,000,000, based on the com- 
bined sales of the separate or- 
ganizations for 1929. Montgom- 
ery Ward's sales last year were 
$291,530,621 and Sears-Roe- 
buck’s sales totaled $443,452,000. 
The combined assets of the 
companies would be in_ the 
neighborhood of $450,000,000. 





SUBSIDIARY WILL MAKE 
MAJESTIC REFRIGERATOR 


The board of directors of the 
Majestic Household Utilities 
Corp., organized April 4, which 
will manufacture electric refrig- 
erators, was in session yester- 
day. This new corporation is 
an affiliate of the Grigsby- 
Grunow Co., which, through 
ownership of one-fourth of the 
stock presented to be issued, will 
have practical control of the 
company. 

The Majestic Household Util- 
ities Corp. will mmnaufacture, 
under the trade mark “Majes- 
tic,” a complete line of electric 
household refrigerators, and it 
is understood that ultimately 
other household utilities, includ- 
ing vacuum cleaners and wash- 
ing machines, will be manufac- 
tured. 

The officers of the new corpo- 
ration are as follows: B. J. 
Grigsby, president; W. C. Gru- 
now, vice-president; A. C. Win- 
nan, secretary; J. L. Overlock, 
treasurer; R. R. Trimarco, as- 
sistant secretary and assistant 
treasurer; J. R. Cardwell and 
Albert F. Mecklenburger, cirec- 
tors. 


TUCKER, DISTRIBUTOR 
FOR UNION CHAIN CO. 


An announcement has_ been 
made that the Union Chain & 
Mfg. Co., Sandusky, Ohio, has 
appointed the O. D. Tucker IV 
& Co., Little Rock, Ark., with 
branches in nine southwestern 
cities, as distributor in the ter- 
ritory covered by it. This com- 
pany has been given the terri- 
tory for the Union Silent Tim- 
ing Chain, and an extensive ad- 
vertising campaign has _ been 
planned for that section. 





RENO SALES CO., INC. 
OPENS NEW YORK OFFICE 


Reno Sales Co., Inc. 628 
Broadway, Brooklyn, N. Y., 
wholesale distributors, has an- 
nounced the opening of a buy- 
ing office in New York City. 
The office is located in Room 
616, 1133 Broadway, where Os- 
car S. Josephs can be ‘seen 
every Tuesday and Friday af- 
ternoon from 1 to 5:30. 





TOMAJAN MOVES OFFICE 
TO WORCESTER PLANT 


John Tomajan, general sales 
manager, The Washburn Co., 
Worcester, Mass., has moved 
his headquarters and office from 
6162 S. La Salle St., Chicago, 
Ill. He-is now located in Wor- 
cester, Mass., from which point 
he will direct the sales organi- 
zation in its activities. 
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BRIDGEPORT CHAIN BUYS | dent in charge of engineering, | second day of the convention, 


HENDRYX CHAIN DEPT. 


The Andrew B. Hendryx Co., 
New Haven, Conn., has sold its 
entire chain business and chain 
equipment to the Bridgeport 
Chain & Mfg. Co., Bridgeport, 
Conn., in order to provide for 
developments in their other 
lines of manufacture. Trans- 
fer was effective at the time of 
the announcement. 

The Bridgeport Chain & Mfg. 
Co. will continue to manufac- 
ture the full line of standard 
and special sizes of single and 
double jack chain, safe or 
register chain, ladder chain, 
sprocket chain, safety chain and 
plumber’s chain of “Hendryx” 
pattern. This company is part 
of the Round Organization, 
which also includes: The Cleve- 
land Chain & Mfg. Co. D. 
Round & Son., The Krein Chain 
Co. and Seattle Chain & Mfg. 
Co. 


~a 


SLAYMAKER LOCK BUYS 
GREENE TWEED CO. LINE 


Greene Tweed Corp. of New 
Jersey, Newark, New. Jersey, 
has announced to the trade that 
the Slaymaker Lock Co., Lan- 
caster, Pa., has purchased its 
builders hardware business, in- 
cluding all tools, patterns, pat- 
ent-rights and finished stock on 
hand. The Slaymaker company 
will manufacture all the goods 
listed in the Greene Tweed 
builders hardware catalog, at its 
works in Lancaster. 

Slaymaker Lock Co. has been 
given the right to use the regis- 
tered G. T. label, on the prod- 
ucts transferred to it. Greene 
Tweed Corp. will continue in 
business as a manufacturer of 
a new line of combination locks. 
These combination padlocks will 
be placed on the market, in a 
short time, according to the an- 
nouncement of Harold B. Platt, 
president of the organization. 


MAJESTIC RADIO ELECTS 
W. C. GRUNOW PRESIDENT 


At a meeting of the board of 
directors of the Grigsby-Gru- 
now Co. in Chicago, on April 
14, B. J. Grigsby, who has been 
president since the company was 
organized, became chairman of 
the board of directors. He will 
continue as chief executive offi- 
cer. W. C. Grunow, who has 
been vice-president, was chosen 
president of the company. 

Vice-presidents were chosen 
as follows: Herbert E. Young, 
vice-president in charge of 
sales; Duane Wanamaker, vice- 
president in charge of advertis- 
ing; H. E. Kranz, vice-presi- 





|}and A. C. Winnan, vice-presi- 


dent in charge of purchases. J. 
L. Overlock was elected vice- 
president and treasurer. R. R. 
Trimarco, formerly assistant 
secretary-treasurer, was elected 
secretary. 


WESTERN OFFICERS MEET 
AT ABILENE QUARTERS 


Officers and directors of the 
Western Retail Implement and 
Hardware Association held 
their spring meeting in the head- 
quarters office at Abilene, Kan., 
April 9. Heretofore spring and 
fall sessions have been held in 
Kansas City. 

Eight past presidents of the 





H. J. HODGE 
association were present. The 
members of the association 


were entertained by the Abi- 
lene Chamber of Commerce. 
Herbert J. Hodge, secretary of 
the western body, entertained 
the men at the Abilene Country 
Club, where they played golf. 

Secretary Hodge reported 
the largest membership in the 
history of the organization, 2309 
members having paid up for 
1929 and 67 per cent of them 
paid up for 1930, a record for 
this time of the year. A reso- 
lution was passed expressing 
appreciation of the fine coop- 
eration given by the jobbers’ 
committee of Kansas City in 
the conducting of the Western 
Hardware Show last January. 
J. E. Woodmansee, Richards & 
Conover Hardware Co.; Ed- 
ward O. Faeth, Stowe Hard- 
ware & Supply Co., and Erb 
Kreider, Townley Hardware & 
Metal Co., are the members of 
the committee. 

It was voted to continue the 
advertising round table as a fea- 
ture of the next convention. J. 
Dryden Reynolds, Carthage, 
Mo., was appointed to take 
charge of it. A decision was 
also made to again designate the 





next year, as “Hardware Day.” 
Instructions were given to the 
secretary to obtain a nationally 
known speaker for that day to 
address the association on the 
subject of chain stores. The 
directors decided to hold their 
fall meeting on Sept. 10. 

The following chairmen of 
standing committee of the asso- 
ciation were appointed, with au- 
thority to name their own com- 
mitteemen: J. F. Goodman, 
Kansas City, trade relations; 
Ed. C. Hood, Pittsburg, Kan., 
insurance; Clayton Lehman, 
Newton, Kan., finance; Murrey 
M. Smith, Clay Center, Kan., 
freight audit; A. A. Doerr, 
Larned, Kan.; Tom N. Witten, 
Trenton, Mo., and George H. 
Brett, Ponca City, Okla., chair- 
men, respectively, of the Kan- 
sas, Missouri and Oklahoma 
units of the legislative commit- 
tee. Members of the Western 
Hardware Show committee 
were appointed as follows: Ed. 
C. Hood, chairman: President 
Thomas B. Shannon, Iola, Kan., 
and Secretary Herbert J. 
Hodge. 

At the meeting the following 
officers and directors answered 
the roll-call: President Shan- 
non, Vice-president Smith, Sec- 
retary Hodge, Jere Kimmel, 
Robinson, Kan.; Al G. Wright, 
Arkansas City, Kan.; Claud 
Cave, Sublette, Kan.; E. D. 
Penniman, Fort Scott, Kan., and 
Messrs. Lehman, Reynolds and 
Goodman. 

Past presidents attending 
were: Mr. Witten, Mr. Brett, 
W. E. Haynes, Emporia, Kan.; 
Mr. Doerr, Mr. Hood, Oscar 
A. Heinlein, Butler, Mo., and 
Fred L. Taylor, Lyons, Kan. 





PHILLIPS WILL MANAGE 
PETTEE BUILDERS DEPT. 


Elmo Phillips has been made 
manager of the Builders’ Hard- 
ware Department of W. J. Pet- 
tee & Co. Oklahoma City, 
Okla. He was formerly with 
M. C. Hale Hardware Co., 
Tulsa, Okla., and succeeds I. R. 
Green, who has entered the 
builders hardware business for 
himself at Houston, Tex. 

The position vacated by Mr. 
Phillips has been filled by 
Frank L. Myers. 





SCHEIDE JOINS PEDEN 
BUILDER’S HARDWARE 
DEPT. 


George L. Scheide has been 
appointed manager of the 
Builder’s Hardware Depart- 
ment of Peden Co., Houston, 
Tex. Mr. Scheide was for- 
merly in the hardware business 
at Scranton, Pa. 


WM. W. MACON IS NOW 
IRON AGE EDITOR 


William W. Macon has been 
appointed editor-in-chief of THE 
Iron AGE, succeeding Alvin I. 
Findley, who has held that posi- 
tion during most of the 25 years 
he has been associated with the 
publication. Mr. Findley will 
continue to serve as editor 
emeritus. 

Mr. Macon has been connected 
with the editorial staff of THE 
Iron AGE for 19 years, having 
been managing editor for the 
past 12 years. 

Gilbert L. Lacher and Clarence 
E. Wright, associate editors for 
the past four years, have been 
appointed managing editor and 
news editor, respectively. 

Mr. Wright was at one time 
Western Editor of HARDWARE 
AGE. 


VAUGHAN CHANGES NAME 
OF ITS NEW CAN OPENER 


Vaughan Novelty Mfg. Co., 
Chicago, Ill., has changed the 
name of its can opener, first 
announced in January, from 
“Kleen Kut” to “Safety Roll” 
can opener. The name of this 
kitchen tool has been changed 
on account of the similarity to 
another brand, put out by Sim- 
mons Hardware Co. under the 
trade name “Keen Kutter.” 

The Vaughan organization 
has announced that the design, 
quality and price of its can 
opener remains the same as 
originally offered under its pre- 
vious name. 


GARDNER ON TRIP WEST 
FOR CINCINNATI TOOL 


J. A. Gardner, sales manager, 
the Cincinnati Tool Co., Cin- 
cinnati, Ohio, left recently on 
a trip to the West Coast. Mr. 
vGardner’s trip was made nec- 
essary by the death of K. D. 
Carlson, late salesman in Cali- 
fornia for the organization. 





PHILIP ROGERS SAILS 
FOR EUROPEAN TRIP 


Philip Rogers, president of 
the Millers Falls Tool Co., Mil- 
lers Falls, Mass., and Mrs. 
Rogers sailed from New York 
on Tuesday, April 15, for Eu- 
rope and will return about June 
1. Their trip will take in sev- 
eral English and Continental 
cities and towns. 





PRITCHARD HEADS ASSN. 
OF STANLEY EMPLOYEES 


Richard E. Pritchard, vice- 
president, Stanley Works, Inc., 


made president of the Welfare 


Association of the company’s. 


plant. 








New Britain, Conn., has been: 





UM 
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DRAUSIN PERRET DIES; 
IN TRADE SINCE 1873 
Drausin Perret died recently 

at his home in 3700 Dauphine 
Street, New Orleans, La., after 
an illness of three weeks, 
caused by heart trouble. He 
was 85 years of age and had 
been active in business until 
confined to his bed. 

Mr. Perret was secretary and 
treasurer of Stauffer & Eshle- 
man Co., wholesale hardware 
distributors in New Orleans. 
Fifty-seven years ago he en- 
tered the employ of the concern 
as a bookkeeper and rose to his 
high position as the result of 
industry and diligence. He was 
with the organization for 15 
years when the company was 
incorporated, and was its first 
secretary-treasurer. 

Previous to his connection 
with the hardware house he had 





been with a wholesale grocery 
firm and later with a wholesale 
shoe house. In 1863, at the 
age of 18, he joined the Point 
Coupee Battery of the Army of 
the Tennessee, with which unit 
he was in many battles. He 
was active in the veterans’ 
organization of the Army until 
his death. 


KYLE LEAVES PAGE WIRE 
AS SALES MANAGER 


William T. Kyle, general 
sales manager, Page Steel & 
Wire Co., Bridgeport, Conn., 
has resigned his position, ef- 
fective May 1. He will be 
president of the Welding En- 
gineering & Research Corp., 
New York City. This company 
will specialize in scientific and 
practical development of the 
welding industry, from all an- 
gles. 





CHICAGO TOY EXHIBIT 
WILL START APRIL 28 

Plans are complete for the 
next annual Chicago Toy Fair, 
April 28-May 10. Nearly two 
hundred and fifty exhibitors will 
occupy seven floors at the Hotel 
Morrison, two floors at the 
Palmer House and additional 
space at the Hotel Sherman. 

The event is sponsored by the 
Chicago Toy Fair Association. 
The railroads have granted a 
fare-and-a-half rate from all 
points in the United States and 
Canada, except New England. 

During the fair the first an- 
nual meeting of the American 
Toy Buyers’ Association, or- 
ganized last summer, will be 
held in Chicago. The manage- 
ment of the Chicago fair de- 
clares it will be fully as 
complete as the one in New 
York. 





Officers of the Chicago Toy 
Fair Association are: Walter E. 
Fleischaker, Fleischaker & 
Baum, New York, president; 
A. C. Bissell, Lionel Corpora- 
tion, New York, first vice-presi- 
dent; Nathan Redlich, Louis 
Amberg & Son, New York, 
second vice-president ; Paul Ob- 
erlin, Gendron Wheel Co., Tol- 
edo, O., third vice-president ; 
Harry Ashmead, factory repre- 
sentative, Columbus, O., fourth 
vice-president; Ted Dowst, 
Dowst Mfg. Co., Chicago., 
treasurer; Franklin Butler, 139 
North Clark St., Chicago, sec- 
retary. 

The association will hold its 
annual banquet at the Palmer 
House, April 30. Six hundred 
are expected to attend. There 
are 234 members. More than 
three hundred lines will be 
shown at the various exhibits. 





AMERICAN CHAIN OBTAINS DECREE AGAINST GAMBLE STORES 


£ 





United States District Court Enjoins Gamble Interests from 


Advertising and Selling Weed Tire Chains at Cut Prices 


A “consent decree” was 
handed down on April 14, in 
Wilmington, Del., in the United 
States District Court by Judge 
Hugh M. Morris in the case of 
The American Chain Co., Inc., 
Bridgeport, Conn. against the 
Gamble Stores, Inc., and Gamble 
Skogmo, Inc., according to an 
Associated Press dispatch on 
that date, which further states 
that the case was filed on Feb- 
ruary 18. The Gamble interests 
operate more than one hundred 
stores in Wisconsin, Minnesota 
and adjoining states. 

The decree enjoins the de- 
fendants from “selling Weed 
chains at prices less than cur- 
rent normal retail list prices at 
which Weed tire chains are sold 
by dealers to the public in their 
territory where the defendants 
maintain their retail stores and 
firms, advertising Weed chains 
for retail sale to the public, at 
less than such current normal 
retail list prices.” 

The American Chain Co., 
manufacturer of the well-known 
“Weed” tire chains, which have 
for years been finished with a 
distinctive dress consisting of 
gray side chains and brass plated 
cross chains and which have 
been distributed through the 
usual jobber-dealer system, al- 
leged in its complaint that the 
Gamble Stores obtained in an 
unauthorized manner a few car- 


loads of genuine Weed chains 
at substantially jobber’s prices 
and then proceeded extensively 
to advertise genuine Weed 
chains throughout its entire ter- 
ritory at prices far below those 
at which ordinary dealers could 
offer Weed Chains to the public. 
The result was said to be that 
jobbers and dealers throughout 
this territory refused to buy 
Weed chains, claiming that they 
were unable to meet the com- 
petition of the Gamble Stores 
and charging the American 
Chain Company either with sur- 
reptitiously supplying the Gam- 
ble Stores with Weed chains at 
abnormally low prices or of 
being too weak to protect the 
American Chain Company’s 
regular jobber-dealer system of 
distribution. It was further 
claimed that after a period of 
such advertising the Gamble 
Stores offered to the public 
their own tire chain known by 
the “Tiger” brand which was 
finished in the same style 
of dress as the Weed chains 
and which it sought to sell 
to customers who came to the 
Gamble Stores for the purpose 
of obtaining Weed chains at the 
low price advertised, the charge 
being that the small supply of 
Weed chains was not really 
offered to the public for sale 
but was used as bait to attract 
customers to the Gamble Stores. 


The Decree, which was en- 
tered upon the consent of the 
Defendants, directs the issuance 
of an injunction forbidding de- 
fendants from advertising or 
selling genuine Weed Chains to 
the public at prices less than 
normal retail prices in the terri- 
tory in question and further for- 
bidding the sale by the defend- 
ants to the public of any other 
tire chain than genuine Weeds 
having the distinctive Weed 
dress of gray side chains and 
brass plated cross chains. 

The principles involved in 
this case are obviously of great 
interest to all manufacturers 
and distributors of advertised 
and branded articles. According 
to certain authorities the com- 
plaint and the decree are based 
upon the doctrine that is being 
more and more recognized by 
the Courts at the present time 
that competition in business 
must be governed to a certain 
extent at least by principles of 
ethics and fair dealing and must 
avoid acts of obvious malice and 
unnecessary injury to a com- 
petitor. However, it must be 
remembered that this decree can 
hardly be taken as legal pre- 
cedence in similar future con- 
troversies, as the decree is based 
on mutual concent of contesting 
parties and is not the final ver- 
dict from a court fight to the 
finish. 











The BETTER the AD LOOKS 


Examples are shown here of how to improve 
physical points of advertisements 


by GUY HUBBART 

EQUESTS frequently come in for suggestions 

on how to lay out a given amount of space so 

each item shows up clearly. This point is a 

problem with the average hardware store, 
especially where space must be limited per 

insertion and as many lines as possible fea- 

tured in a single ad. Half the battle in getting the most 








Quick As a Wink 


Frou a-house dress into your new Spring frock is tut a matter of 
moments. Actually! And no one can take away that feeling of 
competence if you've prepared things with your own hands, arranged 
the house to own taste, le your kitchen as modern, 
smooth and exhilarating as his own office. To that end we present 
here some of the devices that enable you to do all these things—quick 
as a wink—angd sflll to have all the time you need to discharge those 
‘other delightful functions of 2 modern woman, that demand a flawless 
appearance. 


Toast Almost Butters Itself 


weed to watch an aut a chronium- 
plated toaster. The toast po; 
of its own accord when fF away t 
goiden brown 


A Kitchen Clock Saves Time 
nny pay pe fe 
Ay 


Banish Backaches with a Stool 
for sitting at — then table or 
wk. Another style may be used 
for a handy little ladder to reach 
that high shelf 


pt. 


Zou. too, will find it fun to beat egzs with 
is wonderful Ladd, ball- 

cop hasten @ uals nem up and 

fills the bow! in a _ 


Rubber Gloves Save Hands 


Housecleaning and gardening hold no ter- 
gers for the pretty Rondo ot the wise young 
Paragold rubber 


who 
Fev ven, all elees, 
GB sonccechose 


Can You Touch the Ceiling? 
‘You ean with ,- handy — — tad. 
for extra 


met ‘r “te” re tock $1 49 
Don’t Let a Pot Fool You 


A wee pan for baby's spinach . . . a big 
pot for potatoes for = family “ain- 
per! Aluminum pans three 

+ + & pot for every 


out of space is display and correct use of cuts since the 
customer is more or less familiar with the lines a store 
carries. This is not to say that copy and ideas are not 


_THE GOLDEN N RULE | 


Practical Every Day Needs in 
HOUSEWARES—Low Priced! 





aan 16, 95 


Health giving, effi- 
cient, up-to-the-min- 
ute ultra violet-ray 
lamp, with automatic 
lighting and cut-off. 


Capitol Car- Fibre 

pet Sweepers. a 50 J Hampers... 
Regular family size H 
sweeper, in walnut 
finish hardwood case ; 
with rust-proof tri im- 
mings. Bakelite brush 
bearings. 


5.95 


Fine quality reed 
hampers neatly wov- 
en in two-tone color 
combinations. Green, 
blue, rose or white. 


Wear Ever Size 24x19x10 inches. 


Cooker, at... 4.50 
Cooks foods to a ten- 
der and _ delicious 
state with little or no 
water. Cooker com- 
plete with two pans, 
rack and steel base. 
8-quart capacity. 














Cabines- «0050 


Just the thing for the 


Betty Bright Self 
Wringing Mop. a 7c 


foocag Boerds 350) 


and grit can't hide from the Hoover 


It operates by giving 
the handle a few 
turns, and your hands 


Made of clear select- 
ed materials. Easy to 
set up or take down. 


kitchen — with four 
swinging arms for 
towels, etc, Finished 


need not even touch 
the water. 








Rigid construction to in green, blue or 
prevent wiggling. white, 
Ss | Ho D The Golden Rule—Housewares—Sixth Floor. 


colorful and gay sure to 
Sa like working when you put 
‘them on. Broadcioths and FT 5] 98 
many new and charming styles. 

Better Utensils—Better Foods 


knife cuts thin slices 
Priced 





Burns 

clean and even. 

an efficient apple corer 
olored handle 


Auerbach Co.—This layout can be broken into thirds, 
making three small ads or into half due to the panel 
effect of cuts. Or by leaving one set of cuts out extra 
items could be featured. Also the material would 
set up well in a square or rectangular space 


(Averlach's—Housew.res—Downstairs) 


SALE of HOUSEWARES 


Offers You All the Newest Home Helps at Saving Prices 


AUERBACH CoO. 





Golden Rule—This space can be set in a strip col- 

umn wide, with good effect either full length or three 

single strips on different days. Strips always hold 
and center attention of reader’s eye 
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the MORE IT SELLS 


important in the ad, but whatever their effect may be, 
good clear layout increases it. 

Elements and methods of making layouts while simple 
enough are not always easy for the busy merchant to 
handle, and sometimes a good sample or object lesson 
is worth more than rules and principles. 

With this in mind two splendid examples of carefully 
managed layouts are reproduced here as the basis of 
study of the physical makeup of a good hardware ad. 
These are ads of department stores featuring sections 
of items that any and all hardware stores carry. They 
are not only fine examples of arrangement of material 
but of another point of great importance: the combining 
of items and prices for best direct response and for fol- 
low up business. 


Layout Points Analyzed 


The Auerback company space is four columns wide 
by 15.5 inches deep. It illustrates these three elements 
of physical attention-value of space: 

No. 1—Proportion of area of cuts to type area is 
well balanced up, which makes the space stand out on 
the newspaper page. The item space and cut space are 
in the relation of almost half and half but due to the 
way the left hand paneled cut is shortened the effect is 
to make the cut area look bigger than it actually is. 

No. 2—The twelve described items are set in a meas- 
ure slightly wider than the cuts, which has the effect of 
giving the ad the appearance of extra width. 

No. 3—Gray tone in the cuts makes a suitable contrast 
between cut area and type area. This sharpens visibility 
and makes the entire ad stand out sharply. These points 
would hold good on smaller space than this ad occupies 
and are just as applicable to hardware store ads as to 
hardware department ads. 


The golden rule space is 3 columns by 10.5 in size. 
Attraction-power is for the reason that the space is 
broken up, by the seven items, into practically equal 
parts and white space is used to make cuts stand out. 
Price figures are large enough to amount to an element 
of layout as well as of display and are set in close to 
the pictures. Two useful, and practical points. This 
is a fine model for a store using small space regularly. 


Merchandising Points 


Besides physical and mechanical points these two ads 
bring out another timely element: the care with which 
items for featuring are presented in space. 

First, in both examples, the sets of items are typical 
of the season—goods everyone is interested in and the 
kind that suggest other needs to the customer as she 
reads the ad and later, when she is in the store. 

Second, copy descriptions bring out qualities and 
values in a simple direct way. Also price ranges are 
attractively grouped. 

All these things have the effect of making the space 
and what is featured in it do a good and full job of 
attracting customers to the goods and the store. 

Another detached point: The better an ad is me- 
chanically the longer its selling effect lasts after publi- 
cation. This is because people remember things that are 
clearly presented to the eye. 

Many distinctly hardware store ads rank just as high 
in excellence as these two ads, but few ads of any kind 
could better illustrate the main point: sensible use of 
total space and skillful proportioning of section or item 
space within the ad. 

Special applications are suggested in the captions for 
each ad. Read them with the thought of getting a prac- 
tical idea for your ad on the same kind of items. 








What Better Store Lighting 





. Adds attractiveness and value to the merchandise. 

2. Permits closer and more accurate inspection of 
goods, thereby cutting down the returns and ex- 
changes. 

3. Creates an impression of up-to-dateness, cleanness 
and neatness. 

4. Creates an atmosphere of cheerfulness that makes 
for congeniality and courtesy on the part of the sales- 
people. 

. Saves rent for the store in the middle of the block by 


Accomplishes for Merchants 















enabling it to compete with the corner store. 

6. Attracts trade from the poorly lighted store. _ 

7. Makes possible to use effectively every foot of floor 
space by eliminating dingy corners. 

8. Brings out the true color and texture of the goods. 

9. Doubles the attractiveness and salespower of dis- 
play windows. 

10. Pays for itself many times over by selling more 


goods. 
—The Lamp Merchant. 















Since the trellis pieces are painted only with a white priming coat, 
their sale by the hardware dealer presupposes a paint sale as well 


HE window of Mason’s 
hardware store was blos- 
soming like the rose. 
Groups of passersby 
who stopped to look at 
it felt themselves trans- 
ported into a charming Old World 
garden. They could feel the warm 
breeze stirring the leaves on the 
arbor and almost smell the fragrance 
of clematis and sweet peas. The at- 
tractively painted garden furniture, 
the amusing bird bath, and the 
freshly colored lattice work har- 
moniously conformed to an exterior 
color scheme which was as complete 
as if it had been planned for a liv- 
ing room instead of a garden dis- 


play. 


F OR spring had come to Mason’s 
town, and he had decided to wel- 
come it by creating a window dis- 
play with a two-fold purpose: first, 
to invite his customers outdoors to 
paint, and, second, to encourage 
them to buy the garden and lawn 
accessories. What more pertinent 
way of suggesting the two-fold idea 
to his customers than by offering 
them a visual example of how at- 
tractive a little paint and a few new 
accessories could make their gar- 
dens, now that the weather invited 
them to linger outside anyway ?. And 
he was being repaid by the inter- 
ested groups which gathered to ex- 


claim over his display, and finally 
came inside to ask about color 
schemes and exterior paint methods, 
their uncertain questions growing 
more confident as Mr. Mason an- 
swered them practically and defi- 
nitely. 


E VERY up-and-coming hard- 
ware dealer who wishes to increase 
his spring paint sales and augment 
the turnover of his garden acces- 
sories should take a tip from Mr. 
Mason’s display. If he is to do this 
successfully, the hardware dealer 
must make up his mind to create not 
just a garden display, but a garden 
display that has all the charm and 
appeal of beautifully arranged flow- 
ers, trailing vines and lovely fur- 
nishings. In a word, if the picture 
which you arrange is not a breath- 
taking one, half the appeal will not 
be there. For this reason it is advis- 
able to obtain growing plants and 
flowers to decorate the display, so 
that it will have the gay realism of 
the out-of-doors. If this is impos- 
sible, artificial flowers should be 
chosen with an appreciation that 
there are all kinds and that only the 
attractive realistic ones which give 
an illusion of naturalness are accept- 
able for this purpose. Remember, 
your spectators will be close enough 
to the display to notice details as 
well as the general effect. 
84 





A 


GARDEN 


IN THE 


STORE 
WINDOW 


WILL SELL 


SEASONAL 
GOODS 


By BERTHA ANNE HOUCK 


In planning the display, it is well 
to have some one garden piece as 
the center of interest. A small per- 
gola built of the ready-cut lattice 
pieces which most hardware dealers 
sell, with vines climbing up the trel- 
lis work and a garden seat inside, 
would be suitable for the main char- 
acter in this garden pageant. Most 
of these small trellis pieces are sold 
in the more modern hardware store, 
where the dealer recognizes their 
place with garden tools and other 
exterior accessories. Already assem- 
bled, they come cut in several stand- 
ard sizes and may be put together 
in a variety of ways to serve a vari- 
ety of purposes. Pergolas, arbors, 
trellis work over doorways and on 
sides of houses and fences may all 
be fashioned from ready-cut trellis 
work. Since the trellis pieces are 
painted only with a white priming 
coat, their sale by the hardware 
dealer presupposes a paint sale as 
well. 

Let us suppose that the trellised 
portion of the window display is 
painted in a pale cool green which 
contrasts very attractively with the 
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darker green of leaves. A _ dull 
golden color is also appropriate for 
the vine-clad trellis where the 
painted portions shine out between 
the leaves like so many yellow 
flowers. With trellises painted either 
in a dull yellow or a light green, 
the garden benches should be a very 
light lemon yellow with a deep yel- 
low trim. The trim should be 
dainty. Artificial grass should cover 
the floor. 

Garden tubs and flower pots, also 
modern hardware - merchandise, 
form a part of the window display 
and fit appropriately into the above 
color scheme when they are painted 
in a dark green-blue and given the 
same trim as the garden bench. Bird 
baths and bird houses help to em- 
phasize the charm of a garden and 
are painted to conform to the color 
scheme of the other outdoor acces- 
sories. In this case a pale dull 
orange is a harmonious choice for 
their color. 


Oren paint cans with brushes 
belong in this window display. If 
adroitly placed, these will enhance 
rather than detract from the charm 
of the garden scene, and become 
associated in the spectators’ minds 
with garden accessories. An incon- 
spicuous sign is displayed in the 
window stating that advice on gar- 
den painting and fitting exterior ac- 
cessories to a color scheme may be 
had inside. 

To live up to the invitation of 
his sign, the hardware dealer should 
be prepared to tell prospective cus- 
tomers what colors will be harmoni- 
ous for gates, fences, pergolas, the 
garage, tool shed, garden tubs, 
flower boxes and porch furniture in 
their relation to the exterior color 
scheme of the house. For example, 
the color scheme which was worked 
out above for the window display 
is appropriate with a yellow or 
orange house which has a bright 
dark blue trim and brown or henna 
roof. The exterior color scheme 
must also include the garage, which 
is painted the body color of the 
house and given the same trim, and 
a tool shed which has the same body 
color without the trim. The porch 
furniture for such a scheme is 
charmingly painted in a soft henna 
with a blue trim to match the exte- 


rior house trim. 


Exterior color schemes based upon 
cool colors for the house, such as 
green, gray, or blue, should include 
cool colors in the accessories with 
one strong warm color like henna 
or orange. Further advice which 
will be helpful to the home owner 
who is brightening up outside should 


so as to make them decorative addi- 
tions to the exterior, An orange 
sand box is more attractive to both 
the child and its parents than a drab 
dull-colored one. The salesman may 
indicate that the metal parts of play 
equipment, which are so important 
on slides and acting bars, will be 


Play equipment is so closely related to garden furniture 
and trellises that many hardware men now stock them 


include a few words about the 
choice of garden and porch furnish- 
ings as well as practical directions 
about painting or refinishing them. 
For a formal garden where digni- 
fied beds and straight paths denote 
stateliness, the furniture should be 
of a much more formal character 
to be in keeping. White benches and 
seats designed along Colonial lines 
are examples of this type. The more 
informal kind of garden which de- 
pends for its charm on a riot of 
blossoms is an appropriate back- 
ground for quaint or rustic garden 
furniture. 


W ICKER garden and porch 
furniture as well as metal fur- 
niture should: be painted or var- 
nished for protection against weath- 
ering. Whether the hardware dealer 
carries these two particular kinds or 
not, he can advise his customers 
how to treat them when refinishing 
other exterior accessories. 

Play equipment is so closely re- 
lated to garden furniture and trel- 
lises that many hardware dealers 
now include them in their stock. 
Springs, slides, sand boxes, seesaws, 
and acting bars sell themselves and 
offer an opportunity for paint sales. 
The dealer should suggest that they 
be painted to conform with the color 
scheme of the exterior accessories 


impervious to rust if the paint or 
varnish finish is regularly renewed. 
That little legs and hands will not 
be menaced by splinters if the see- 
saws and swing boards are painted 
or varnished is a good sales point. 
An interior display of a garden 
seat or table against a background 
of greenery or flanked by evergreen 
trees in tubs will serve to make the 
hardware store spring-like while dis- 
playing paint and garden furniture. 
In cases where a window display is 
not practical because of lack of win- 
dow space, an interior display can 
he made very attractive, lacking only 
the wider appeal of one that is 
placed where all who pass may see it. 





In the May 20th issue of 
HARDWARE AGE, the author 
of this article will describe 
“Paint Displays That Appeal to 
the June Bride,” with particu- 
lar reference to proper interior 
color schemes, decorating fur- 
niture, and the use of color in 
the kitchen. Miss Houck is a 
practical and competent au- 
thority on decorative matters 
and her articles should aid 
hardware dealers in coping 
with painting problems and 
open new avenues to increased 
paint profits. 

















WHOLESALE PAINT 
COSTS EXAMINED 


“An interesting survey has just 
been completed dealing with a sin- 
gle wholesale paint distributor, sup- 
plemented by comparative material 
from several other paint distribu- 
tors, including wholesale, retail and 
chain store organizations. The prin- 
ciples which were followed in mak- 
ing the intensive survey of the rep- 
resentative paint wholesaler were 
the same as those followed in the 
previous studies of costs of dis- 
tribution made by the Department 
of Commerce in other fields. 

“The attempt here has been to 
adapt methods of sales and cost 
analysis which have proved so suc- 
cessful in these other lines to the 
functions of the paint distributor 
and to arrive at tentative results 
based on a single house which each 
paint distributor may substantiate or 
refute by the use of the same meth- 
ods in his own establishment.” 


Lead Revealed as Profitable 
Commodity 


This survey as well as others by 
the Department of Commerce re- 
vealed that commodity groups with 
low distribution costs have ex- 
hibited, in each case a rapid turn- 
over; a large unit of sale, small 
handling charges, little sales resist- 
ance and a small range of variation 
in sizes, types and brands. Lead 
was considered an ideal example of 
a commodity exhibiting all of these 
characteristics, while brushes and 
ready mixed paints showed the con- 
trary. 

The following table, showing 
turnover and average size of orders 
for all departments, indicates the 
very favorable position of lead on 
both points, which largely accounts 


Survey Shows Need for 
Inventory Simplification 


for the showing of a net profit 
against a relatively narrow margin: 


Sales and Inventory for Commodity 


_ Divisions 
PER CENT 
Inven- 
Sales tory Average 
to to Turn- Size 
Total Total over Order 
Brushes ....... 5.29 835 2.03 $3.84 - 
DS eee 9.79 4.90 8.00 31.40 
Paint ......... 2280 1795442 6232 
Warnign 53. 4.18 11.23 1.24 10.29 


Enamels, stains 
and lacquers. 5.14 5.28 3.14 3.71 
5.91 4. 


Sundries ...... 18.90 15. 06 3.86 
Total paint de- 

partment .... 65.40 63.62 3.62 5.92 
Gtass 2 wcsiscs. CEO B63B329 W272 
Total business.. 100.00 100.00 3.50 $7.27 


Very different conditions attend 
the distribution of- brushes, paint 
and varnish, and paint specialties. 
Each of these departments carries 
a relatively high gross margin. 
They all, however, display the 
characteristics which mark the high 
cost item in every line of business. 
Brushes and enamels, stains and 
lacquers, in particular, are low both 
in turnover and average size of 
order. Brushes barely make the 
standard rate of 6 per cent on in- 
vestment, and enamels, stains and 
lacquers fall considerably short of 
this goal in the house surveyed. 
Paint and varnish both show a net 
profit of about 2 per cent, paint 
being happily situated with regard 
both to turnover and average size 
of order, and varnish being unusu- 
ally high in order size. All of these 
groups, however, with the excep- 
tion of paint, have a higher oper- 
ating cost than the average for the 
business. Many opportunities for 
cutting cost were revealed in the 
house studied, and it is believed that 
cutting costs for these groups offers 
the greatest hope of increased 
profits for this distributor. Both 
turnover and size of order can be 
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improved, and much of the exces- 
sive cost of assembling and packing 
orders seem to be subject to elimi- 
nation. 

The inventory on brushes and 
ready mixed paints contains many 
duplicate items. Several competing 
brushes are sold which are the same 
in everything but label. Brush items 
are stocked which differ from more 
standard items only in color of the 
handle or some minor element of 
design. A part of this variety is 
apparently necessary because of the 
long accustomed habit of one or an- 
other customer to order a brush of 
a special name or slight surface dis- 
tinction. When the sales of brushes 
were analyzed by kinds, labels and 
sizes, it was found that many items 
scarcely sold at all, and hence could 
not be said to represent a provision 
for a small but regular demand. 


Analysis of Various Brush Sales 


The following table summarizes 
sales by brands within the various 
brush typés. Fortunately, it can be 
stated that many of the slower items 
in this list have been discontinued 
since the beginning of the survey, 
as a result of its findings. Analysis 
of sales by sizes under each brand 
name indicates in many instances 
that the brush is being carried in a 
range of sizes not required by ac- 
tual demand. It is interesting to 
note that in such cases it is usually 
the brushes that stand at the ex- 
tremes of the size range which do 
not move. Brushes of one type are 
stocked in sizes too small to find 
ready sale, and in another type 
brushes of too large a size are 
carried. 
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PER CENT TO TOTAL BRUSH SALES OF 
VARIOUS BRUSH ITEMS 
(Each percentage represents sales on a single 
brand of brush, these items being arranged ac- 
cording to sales volume in the several classes.) 
Kalso- Sign 
Wall mine Letter 
and White and Dust 
Oval Varnish Wash Stipple Mops 
8.28 4.94 11 1.69 30 
6.45 3.24 86 64 30 
4.94 3.18 80 38 .26 
4.53 3.09 79 21 21 
3.21 242 3 : 
3.06 2.58 64 16 14 
2.98 2.09 53 aS 08 
1.76 1.81 48 AZ .08 
1.43 1.81 46 ae .06 
1.32 1.36 40 .10 06 
1.19 .98 rs .09 .06 


Wire 
Brushes 


01 01 07 02 37 
004 «01207, (—ss«isstié=‘“S 


44.56 31.16 .06 02 #5 


05 = .02—St—«C2 
04 «lsd. 
Sash Roof 03 01 


2s ss SS oe 
51 45 .02 .003 Brushes 
24 27 01 00291 

001 Total 


“4.64 100.00 





19 05 9.44 


457 


Analysis of sales of the whole- 
saler’s leading line of paint indicates 
in a similar way the number of 
unnecessary items that are being 
stocked. Sales were shown sepa- 
rately for can sizes, colors and paint 
uses. For the line as a whole, by 
far the greater part of sales falls 
in the cans of quart size or larger. 
Sales for both pints and half pints 
are negligible throughout the field 
of outside and inside house paints, 
porch and deck paint, and other 
general paint types. For most of 
the items in this paint line the value 
of sales in the gallon size clearly 
predominates. Usually the quart 
size is next in value of sales, al- 





Paint Distributors Urge 

Elimination of Half-Gal- 

lon Cans and Wooden 
Cases 


Two resolutions, one recom- 
mending the elimination of the 
half-gallon can by paint and 
varnish manufacturers, and the 
other suggesting the doing away 
with wooden cases and _ substi- 
tuting fiber cartons for packing 
paint cans in, as well as pro- 
posing the maximum contents of 
these cartons in round and square 
cans of paints, were the high 
points of the sixteenth annual 
convention of the National Asso- 
ciation of Paint Distributors, 
held at the Hotel Commodore, 
New York City, Feb. 24, 25 and 
26. The convention was con- 
sidered one of the most success- 
ful ever held. 

The convention opened with 
the annual meeting of the board 
of directors on Monday, which 
was followed by the election of 
the new board on Tuesday with 
the following results: Ralph A. 
White of the Aler Co. of Cin- 
cinnati was elected president, 
while W. R. Ewing of Boston 
was made regional vice-president 
of zone 1; T. A. Flynn of Wash- 
ington, zone 2; F. W. Dyke of 
Fort Smith, Ark., zone 3; E. J. 
Schonberg of Fargo, N. D., 
zone 4, and Jarry W. Constant 
of Wichita, Kan., zone 5. W. F. 
Slottberg of Toledo and Edward 
R. Drake of Chicago were re- 
elected treasurer and secretary, 
respectively, while T. A. Flynn 
was made national councillor. 
New directors appointed were 
George C. Cunningham of 
Omaha and C. F. Watter of 
Newark, N. J. 

The resolutions adopted and 
which have been already men- 
tioned were in line with the sug: 
gestions brought forth in the sur- 
vey of the Department of Com- 
merce. The second one con- 
tained the following suggestions 
as regards maximum packages: 
In packages of round cans there 
should be no more than 4 one- 
gallon cans for carton, than 6 
one-half-gallon cans, than 12 
one-quarter-gallon cans, than 24 
one-eighth and_ one-sixteenth- 
gallon cans. In packages of 
square cans there should be no 
more than 6 one-gallon cans per 
carton, than 6 one-half-gallon 
12 one-quarter gallon and 24 one- 
eighth and one-sixteenth-gallon 
cans. This resolution followed 
out the conclusion arrived at 
during the convention that the 
standard package encourages 
full-unit purchases and lessens 
handling costs of distributors by 
eliminating case opening ex- 
penses. 











though in some of the house paint 
items the half-gallon size stands 
next to the gallon in value of sales. 
There is also a notable difference 
between can sizes required for 
whites, as against colors. This dif- 
ference is indicated in the per- 
centages in the accompanying table. 
Of course, when attention is di- 
rected to the paint specialties of 
enamels, stains and lacquers, the 
usefulness of the smaller can sizes 
appears to be considerably greater. 
Here again, however, it is clearly 
shown that not every color can be 
sold readily in every can size. 

The results shown in this study 
with regard to can sizes corrobo- 
rates those obtained by a leading 
paint manufacturer from a recent 
analysis of his own business. This 
line is one of those carried in the 
house under survey and clearly 
shows the primary need for quart 
and gallon sizes in the case of this 
wholesaler, as has been discovered 
from an analysis of his entire vol- 
ume by the manufacturer. The 
items shown in the table indicate 
the ways in which volume breaks 
down by size volume for various 
kinds of paint. 


SALES BY CAN SIZES ON LEADING 
HOUSE PAINT 


Inside 
Outside Gioss Bright 
Size Total White White Green 
5 Gallon®::<. 625 1282 wccce csscs 
GaHO <2 600 46.20 59.20 22.97 37.40 


Half gallon . 22.43 16.57 33.03 28.58 
Quart... cae. 19.74 9.40 33.20 24.73 
Lg ene 413 1.57 877 5.00 
Half pint... 1.27 044 203 4.29 


100.00 100.00 100.00 100.00 





| re 


Simplification of inventories was 
offered as one solution for the high 
overhead on some items. The dupli- 
cation of these and excessive variety 
of sizes and types leading to a slow 
turnover and large handling charges 
was considered largely responsible 
for the high operating cost ratios 
found in several departments of a 
typical wholesale paint dealer. Some 
of the solutions offered were the 
dropping of duplicate items in 
brushes; the cutting out of certain 
can sizes, and colors in paints and 
paint specialties and the obtaining 
of ready mixed goods in smaller 
sizes so as to permit increased 

(Continued on page 122) 











An Electrical Hardware Merchant 


How Charles A. Dressel, 
President of the Chicago 
Retail Hardware Associa- 
tion, Pushes Appliances 
and Accessories Which 
Account for One-Sixth 
the Over-All Volume— 


By 
GEORGE F. MASSEY 


That describes Charles A. Dressel about as well 

as any other words could. Though there are 
plenty dealers in this country doing a bigger business 
than Mr. Dressel, few are doing a better. Starting 
almost from scratch seven years ago in Oak Park, III, 
he has worked his way into the “upper third” of the 
craft. 

His store, twice as wide as it used to be, is at 1127-29 
Chicago Avenue. Electrical merchandise fills a con- 
spicuous place in his mercantile scheme, constituting 
one-sixth of his over-all volume. Mr. Dressel is presi- 
dent of the Chicago Retail Hardware Association. 

“In taking on electrical goods or any other merchan- 
dise,” says Mr. Dressel, “I tie up with only those lines 
which have a sound factory or wholesale policy behind 


A’ electrically minded modern hardware merchant. 





them—one that protects me and my customers. Ques- 
tionable items are not admitted into this stock. I have 
handled some electrical supplies ever since I began, but 
about a year and a half ago I began pushing them hard. 

“I have tried to modernize my store as much as pos- 
Every dealer should listen carefully to every 
It’s more for his benefit than for 
the man who makes it. Electrical merchandise is essen- 
tially modern. What could be more so? That’s why 
I like to feature numerous electrical appliances and 
accessories. Among the goods we like and push is the 
‘Bee-Vac’ line of electric washers and vacuum cleaners 
made by the Birtman Electric Co. of Chicago. 


sible. 
modern suggestion. 


CHARLES A. 
DRESSEL 





LAWRENCE J. 
LONGWELL 


The illustration at the left shows 
how Charlie Dressel displays elec: 
trical appliances within his store 
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“We do no outside selling without a lead. But we 
try to develop every washer or vacuum cleaner lead into 
a sale by following through into the customer’s home. 
Our patrons are good salesmen. Many of them tell 
their friends about what we carry. In this way our sell- 
ing influence spreads over a wider range than we prob- 
ably realize. 

“Last year we sold thirty vacuum cleaners. Ten of 
them moved just before Christmas. They sell at $39.75. 
Recently we added a hand electric cleaner, selling at 
$13.50. This can be used on upholstery. I think it is 
going to prove very popular with the housewives. 

“Not long ago we took on an electric washer, made 
by the same people who make our cleaners and some of 
our other appliances. New as it is with us, the washer 
has been moving at the rate of one a month. We hope 
to speed up that rate. This washer we offer in two sizes. 
We have a good trade on electric irons, selling from 
$3.75 up to $8.80. 

“In February—a low month, of course—we bought 
appliances and accessories worth $179.30. In nearly 
every other month except January our electric purchases 
far exceed that figure. In 1929 we did about $6,000 in 
such appliances, or one-sixth of our volume. The year 
before our radio business, considered separately, ran 
up to $7,000. Last year it wasn’t quite so good. 

“We have an increasing trade on iron cord sets, plugs, 
lamps and other replacement and expansion items. The 
women buy more and more accessories to broaden their 
electrical conveniences. If we had room, we could easily 
devote two more tables to the display of such merchan- 
dise. 

“Showing the goods as we do, our sales of electrical 
miscellanies are four times what they were when we 
stored them out of sight in drawers. On open display, 
lamps for instance, actually sell themselves. No dealer, 
of course, can carry everything, but we try to make 
our selection as complete as possible. 

“It pays to show as many items within the customer’s 
easy reach as possible. 
Formerly we dis- 
played some of our 
toasters and other ap- 
pliances in the bottom 
of a showcase. In that 
position they remained 
sluggish. 

“During the holi- 
days we showed a lot 
of electrical articles on 
the tops of the table. 
They moved fast. 

“By displaying what 
we have, we often 
sell what we don’t 
have. A woman saw 
one of our automatic 
toasters. It made her 
think of a higher 
priced toaster we did 
not carry. Could we 
get it for her? We 
could—and did. 

“At Christmas time 














we sold five electrical clocks, which was all we had. We 
plan to carry them through the year. 
“Are the women showing more interest in electric 


appliances? Yes. Everybody is. But more especially 
I notice that the men and boys are better buyers of 
electrical items than formerly. The average man wants 
to know how a thing works and if he admires its mech- 
anism he is likely to buy it for the convenience of his 
wife and his own satisfaction. It is fun for him to 
take such a gift home. 

“So it is with the boy. ‘I want one of those toasters 
for my mother.’ Every now and then some youngster 
makes that remark here in the store and he usually 
manages to get the money to make the purchase. He’s 
even prouder of it than his father would be. It seems 
to me we sell as many appliances to men and boys as we 
do to women. 

“If he is to modernize his store, the dealer must sell 
modern things. They make a good impression and bear 
the fruit of profit. Even electric pads can be pushed 
in a hardware store. Some time ago we sold two in the 
same day, one for $5.95 and the other for more than 
eight dollars. 

“Of course, we feature various lines, but out of none 
of them do we get more satisfaction than electrical ap- 
pliances. They belong in the hardware store and the 
hardware man who doesn’t push a well bought miscellany 
of electrical merchandise short-circuits himself. But why 
do that?” 

Before going independent Mr. Dressel had had a 
departmental desk with the wholesale hardware house 
of Hibbard, Spencer, Bartlett & Co., Chicago. That 
organization he served fourteen years. His first retail 


hardware experience as an employee was with F. H. 
Schanze who formerly did business at Twelfth and 
Loomis Streets, Chicago. 

For five years he worked there behind the counter. 
After leaving the house of Hibbard he traveled for a 
time through Chicago’s west side and its western sub- 
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urbs, selling a non-hardware line. But his heart was 
in hardware—and he kept a weather eye cocked for an 
opening. He saw a new building going up on Chicago 
Avenue, Oak Park, in a neighborhood that promised 
business development. “The very place for my hard- 
ware store!” he exclaimed to himself. 

He went to the owner and spoke for the double room 
that had taken his fancy. “Better take half that space,” 
advised his prospective landlord. Mr. Dressel heeds 
good advice when he hears it and followed the hint, 
renting a store just 17 feet wide, yet big enough to 
hold a $5,000 stock with plenty,of shoving and squeez- 
ing. 

For two years the new dealer drew not a cent from 
the business. Every penny made joined the original 
dollars invested. Within. twenty-four months he spread 
into the next room. This gave him a store 34 feet wide 
and 60 feet deep. 

The contrast between the old store and the new and 
the old display methods and the new was emphatic. Just 
as soon as he had doubled his space he bought five 
modern display tables from his former employer, Hib- 
bard, Spencer, Bartlett & Co., and built five others as 
nearly like them.as he could, retaining the wall-cases 
along the left side of the store. 

About this time he hired a helper, Lawrence J. Long- 
well, who has red hair and an electric disposition to 
match. It was a fortunate stroke. Mr. Dressel doesn’t 
mind admitting as much. Lawrence developed talent as 
a window-dresser to strengthen his other hardware 
talents. 

Though proprietor and employee and despite the red 
hair, the two men get along like brothers—better than 
most brothers. They trust each other and work together 
in gallant, aggressive fashion. Mr. Dressel can’t fully 


respect merchants who keep people around of whose 
trustworthiness they can’t feel sure; he thinks the re- 
flection glares both ways. 

Lawrence Longwell says: ‘Please don’t get the idea 
that I’m a professional window-dresser. I’m just learn- 
ing. But we do put in a fresh window trim every week 
and we follow that rule without a hitch. 

“Each time we change a window we make the change 
complete. The new trim in no way resembles the old 
one. From paints we jump to housewares; from roller 
skates to garden tools; from seeds to electrical appli- 
ances. We want every habitual passerby to know that 
he’s going to see something different. 

“For background and color effect, all we use is crepe 
paper—and lots of it. Strips of alternating hues, hung 
like a portiere, make a colorful backing; sheets bound 
around rough boxes make attractive pedestals. That’s 
the way we keep our windows up and our expenses 
down.” 

As with electrical goods, Mr. Dressel and his red- 
headed helper push hard on all their specialties. The 
store carries a good line of oil heaters for the garage or 
home. Last year they sold more than fifty. Mr. Dressel 
has the exclusive agency in Oak Park for the line. His 
enthusiasm for it is high. 


Emphasizing electrical sales so much as he does, this 
modern hardware merchant also emphasizes the use of 
electricity for lighting his store. He burns a good deal 
of it. From five overhead reflectors in each window as 
many 100-watt lamps flood the displays below with bright 
light. Through the glass lettering in the sign above the 
front sixteen gleaming 40-watt bulbs by forceful con- 
notation, proclaim the mercantile message of Electric 
Hardware. 








Appliances Now in Use 
Reach Staggering Total 


The humble electric flatiron still leads the procession of 
electrical appliances in use in American homes. According 
to a report just issued by the Home Service Subcommittee, 
Public Relations National Section, National Electric Light 
Association, there are 18,800,000 of these labor saving de- 
vices in the approximately 20 million wired homes in this 
country. 

Electric cleaners come second with a grand total of 8,- 
720,000. There are 7,420,000 electric toasters, 7,100,000 
electric radio sets and 6,680,000 electric washers in use. 
Other figures follow: 


RN 99 ork Sc oes a as swede 5,880,000 
Beetiric percolators .............s052. 5,500,000 
Electric space heaters ................ 3,220,000 
Electric sewing machines.............. 3,000,000 
Meneerae SONUENOTNOOTS:. ... 25. ose 1,880,000 
ca So's pak bond KN Os xkne 880,000 
ey ee 580,000 
Beeciesc ton thitmers 25... .0. ose. cess 500,000 
Electric dishwashers .................. 75,000 


These figures are as of Jan. 1, 1930. 








67 Per Cent of All Homes 
In U. S. Are Electrified 


A report stating that 67 per cent of all homes in the 
United States were now wired with electricity was re- 
cently released by the National Electric Light Asso- 
ciation. 

New Jersey is the leading State, with 99 per cent of 
its homes electrified. New York and California each 
had 98 per cent. 

Since 1920 almost 10,000,000 homes have been elec- 
trified, and in the year 1928 alone approximately 1,183,- 
000 homes received electrical service for the first time. 
In the year 1928 more than 8,000,000,000 kilowatt hours 
of current were burned in over 19,000,000 homes. 





Relative to Salesmanship 


Personal salesmanship is entirely a matter of arousing 
certain thoughts in the other man’s mind, and directing 
those thoughts along the lines that will make him willing 
to buy, and leaving those thoughts in such active shape, 
that he will be satisfied at having bought. 


Any thinking man can become a good salesman. 
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A typical Coombs & Oliver radio window is reproduced above, while below, a view of 


the firm’s radio demonstration room is shown 


Why Coombs & Oliver 
Stuck to Radio 


OOMBS & OLIVER, 

INC., “The Store That 

Service Built,” located 

in Oyster Bay, Long 

Island, N. Y., have ex- 

-emplified that faith re- 

posed in radio, as a profitable ad- 
junct to a modern hardware store, 
was not in the least misplaced. It 
has proved one of the most lucra- 
tive departments in the store. Five 
years ago, after attempting for some 
time to conduct their radio business 





on a profitable basis, they were 
about ready to “throw up the 
sponge.” They were almost con- 
vinced, from their experience with 
radio, which was then in the “parts 
and assembly” stage, that it was al- 
most a hopeless task for a hardware 
firm to sell radio and make it pay. 

However, it was finally decided 
that, before discontinuing the de- 
partment as a costly venture, they 
would make a final and special ef- 
fort to make it pay. With this re- 


solve in mind, Coombs & Oliver 
made a study of radio trade condi- 
tions. It became obvious that their 
firm was considerably handicapped 
in one particular respect, from the 
viewpoint of the prospective radio 
customer. They found that their 
competitors, who were doing a re- 
munerative radio business, were able 
to give their customers radio ser- 
vice either day or night. In addi- 
tion to this advantage, which was 
being given wide exploitation, other 
firms were more lenient with regard 
to time payments and demonstra- 
tions. Coombs & Oliver realized 
long before they had completed the 
study of the local radio merchandis- 
ing situation that their former 
methods had been in error and were 
unsuited for their locality. 

It was found that each radio pros- 
pect constituted a separate and indi- 
vidual problem, requiring special 
handling. Relative to this, Mr.° 
Coombs said: “It’s impossible to 
make a real success with radio if 
you insist on laying down a strin- 
gent set of rules.” Their successful 
plan in Oyster Bay has been to con- 
sider the customer’s viewpoint from 
every angle. The sales are now 
completed with as little attendant 
formality as possible, both in talk- 
ing over the terms of the proposed 
transaction and in making the sell- 
ing talk. 

Used sets are accepted at their 
marketable trade-in value, and 
allowance made on the purchase of 
a new set. The transactions are 
handled in much the same manner 
as automobile sales are made these 
days, where the old car is accepted 
as partial payment on a new one. 
The used sets taken in trade are 
then disposed of to customers of 
moderate means, at prices they can 
afford to pay. Recently some trade-in 
sets were placed on special sale un- 
der terms whereby the set was of- 
fered free, providing that the cus- 
tomer purchased the necessary aerial 
equipment, tubes and batteries. This 
was a very successful plan and 
moved a considerable number of 
sets. 

The sales consummated on the 
time-payment plan are completed 
without requesting the customer to 
sign a note or any other legal obli- 

(Continued on page 94) 








ELLING two hundred 

vacuum cleaners every year 

is quite an accomplishment 

for a neighborhood hard- 

ware store. Particularly 

so, when it is considered 
that this number of cleaners is sold 
by one partner in the firm, who de- 
votes but approximately two hours 
of every business day to actually 
selling cleaners. Another note- 
worthy fact is that every sale is 
consummated in the homes of pros- 
pects. The store, which is owned 
and operated by Tarzian Brothers, 
199 Seventh Avenue, Brooklyn, 
N. Y., does an annual volume of 
business of $56,000 on an invest- 
ment in stock of $8,000. Vacuum 
- cleaner sales alone account for 
nearly $16,000 of the yearly sales 
total. The store is very small in 
size, in comparison to the average 
hardware store as it measures 16 
x 40 ft. However, this handicap 
of limited space does not prevent 
the firm from transacting an excep- 
tional amount of business for a 
neighborhood store. The preceding 
facts should definitely establish the 
premise that the store has employed 
agressive merchandising methods 
with unusual success. 


How was this enviable record 
achieved? ell, in the first place, 
“Marty” Tarzian, who is_ the 
vacuum cleaner specialist par excel- 
lence, is an agressive contender for 
the consumers’ dollars. The fighting 
spirit is partially a heritage from 
the prize ring. Not so many years 
ago, while boxing under the ring 
name of “Kid Taylor,” Marty was 
a contender for the bantamweight 
title of the A. E. F. During his 
ring career he fought Frankie 
Burns, Pete Herman and many 
other leading contenders for the 
championship. His record includes 
100 fights, with but three adverse 
decisions and no knockouts against 
it. Now and for the past nine 
years, “Marty” has employed a 
powerful “punch” in selling hard- 
ware. Instead of directing the 


HOW 
TARZIAN 
BROTHERS 
SELL 
200 
VACUUM 
CLEANERS 
YEARLY 


“punches” at ring opponents they 
are directed at merchandising efforts 
and other methods have been found 
which are more persuasive and 
effective. The method is the “sell- 
ing punch” of personality. 

The one most important factor is 
the personal element, says “Marty” 
who goes to further extremes than 
most dealers to make and retain 
the friendship of every person who 
patronizes the establishment. He 
explains this policy in the following 
manner: “We endeavor to make 
every customer an enthusiastic assis- 













tant salesperson who will always say 
a good word for Tarzian Brothers. 
We attempt to make intimate 
friends of our patrons and try to 
forget about making money. We 
find that in making friends you 
can’t help ‘but make money and 
prosper. Friends make profits. Of 
course, to make and hold your 
friends you must treat them “right.” 
Our conception of the word “right” 
means far more than the mere word 
implies. It means placing yourself 
in the customers’ “shoes” and treat- 
ing them like you would like to be 
treated yourself if you were in their 
place. It means doing more at all 
times than the customer has a rea- 
sonable right to expect to knit the 
bonds of friendship still closer. We 
find it pays to exceed the usual 
bounds with regard to consideration, 
courtesy and real service to our cus- 
tomers. Human nature is quick to 
reciprocate and show material 
appreciation for exceptionally fine 
treatment at the hands of the mer- 
chant. 


éé 
WW E tell housewives that we 


would appreciate their showing and 
recommending their cleaner to 
friends should the occasion present 
itself. Most often they are glad to 
comply with our request. If we 
then consummate a sale on the 
strength of a user’s recommendation 
we present our loyal patron with a 
gift in appreciation of his inter- 
est. Every vacuum cleaner cus- 





“Kid Taylor” or Marty 
Tarzian as he appeared 
during his ring career 
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tomer receives several calls at fre- 
quent intervals immediately follow- 
ing the purchase of the cleaner to 
assure that it is functioning proper- 
ly and that its operation is thor- 


oughly understood. They must 
show that they are more than 


pleased with the cleaner or we feel 
that we have left something un- 
done, and that it is up to us to 
make good in every particular, to 
the entire satisfaction of the cus- 
tomer. When such visits are made, 
we ascertain whether anyone has 
shown an interest in the cleaner 
since they have had it. Quite fre- 
quently the housewife will tell us of 
several other women who admired 
it, which furnishes us with live 
prospects for the sales of additional 
cleaners. 

“Instead of depending wholly 
upon the superior mechanical fea- 
tures of the cleaner as a sales argu- 
ment, we rely upon selling an idea 
and have found this method far 
more effective. We stress how the 
cleaner will shorten the time re- 
quired for the daily cleaning tasks. 
How it will lessen the labor re- 
quired. How it will enable the 
housewife to devote the time 
formerly given over to cleaning to 
recreation or to other purposes. We 
also explain the part a eleaner would 
play in preserving youthful appear- 
ance and how it eliminates drudg- 
ery which in turn promotes health. 


Actual demonstra- 
tion in the homes 
of prospects, is 
considered the most 
effective sales ex- 
pedient for vacuum 
cleaners, according 
toTarzian Brothers. 
Other retail outlets 
attempt to use the 
same plan, but 
with little success 
in Tarzian’s trade 
territory. Read the 
accompanying arti- 
cle and learn why 


We tell the housewife that she owes 
it to herself to have a good cleaner 
for self-preservatiun and for con- 
serving her energy for less menial 
tasks. We enumerate some of the 
neighbors who have purchased 
cleaners from us, which arouses her 
pride. She begins to think: ‘If 
Mrs. Jones can buy a cleaner I can 
too.’ In the end, this type of argu- 
ment usually overcomes any objec- 
tions encountered at the start of 
the home demonstration. 


66 

Ove of the country’s largest 
retail outlets of vacuum cleaners is 
said to be a department store located 
about a mile from our store, but I 
want to tell you that they have 
‘slim pickings’ so far as_ selling 
vacuum cleaners in our neighbor- 
hood is concerned. Stretching a 
point to give our customers the ulti- 
mate in service and attention is re- 
sponsible for the ‘edge’ we have 
on that kind of competition. The 
cleaner manufacturer has indicated 
a willingness to provide outside 
salesmen to work from our store, 
but we prefer to call on our pros- 
pects personally and without outside 
assistance. As we are fairly well 
known in our trade territory, we 
find that we are welcomed into 
homes, on many occasions, when the 
stranger would be turned away. It 
also makes a favorable impression 





on the prospect when a partner of 


the firm calls in person. Our ex- 
perience has shown that the per- 
sonal element is indeed a big factor. 
“Another plan which has_ been 
very advantageous to us, is provid- 
ing service for the year following 
the expiration of the manufacturer’s 
guarantee for a minimum charge. 
The cleaners are warranted for a 
period of one year by the maker. 
The second year, we offer to clean, 
adjust and keep the cleaner in good 
working order for a $2 fee. Exclud- 
ing of course, the cost of any neces- 
sary parts used in making any re- 
quired repair. This offer indicates 
to users that we are personally in- 
terested in seeing that their cleaner 
renders continued excellent service 
during its second year in use. It 
also shows that we have confidence 
in the fact that the cleaner will re- 
quire very little attention, being a 
quality product, designed for long 
and satisfactory service. Other 
makes of cleaners are also repaired 
by our service department and we 
advertise this feature quite exten- 
sively. People who bring in obso- 
lete, worn-out or unsatisfactory 
cleaners, for repairs are often good 
prospects for a new cleaner. 
“About four years ago, we took 
$1,000 and invested it in our elec- 
trical appliance department to 
finance the purchase of major elec- 
(Continued on page 116) 
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Why Coombs & Oliver Stuck to Radio (Continued from page 91) 


gatory agreement. As the firm is 
usually well acquainted with the 
financial standing of their custom- 
ers, this method has proved very 
satisfactory. Previously, it had been 
the custom to request the purchaser 
to sign a formal agreement, which 
sometimes offended the prospect. 
The firm carries the sales made on 
partial payments for the same rea- 
son, namely, that finance companies 
sometimes offend a good customer 
with letters from their attorneys on 
the slightest provocation. 

Coombs & Oliver, in readjusting 
their radio merchandising policies, 
employed a competent radio service 
man, who is available on customers’ 
service calls from 10.30 a. m. un- 
til 10.30 p. m. Due to the necessity 
of the service man “staying on the 
job” after the regular closing hour, 
he is privileged to report for work 
at 10.30 a.m. A service charge is 
always made on such calls, the 
amount charged depending on the 
time spent on the trip and the dis- 
tance from the store. This plan of 
handling service calls was also a 
change from former methods, as it 
had formerly been the custom to 


make a flat service rate of $2 per 
hour. The old method proved un- 
satisfactory, as the firm was losing 
money on the longest trips, where 
the flat rate would not compensate 
the store for the service man’s time 
and the use of a car on the trip. 

In engaging the service man, spe- 
cial consideration was given to the 
fact that the man finally chosen 
should, in addition to being a com- 
petent service man, be a good sales- 
man as well. As the Coombs & 
Oliver service man makes his calls 
he suggests improved equipment, 
such as new tubes, or calls attention 
to the important improvements 
which are embodied in the latest 
screen grid sets, which have just 
been received by the store. It is in- 
teresting to learn that most sales are 
made from prospects who have thus 
been developed by the service man. 

The best sales expedient, accord- 
ing to Mr. Coombs, is the trial or 
demonstration in the home. The 
radio set is installed in the pros- 
pect’s home without obligation or 
charge. Operation and maintenance 
are made to appear as simple and 
economical as possible. Often one 


good night, affording perfect radio 
reception, is sufficient to convince 
the prospect, while on other occa- 
sions the trial period is extended to 
two weeks. 

Coombs & Oliver now carry a 
complete selection of four well- 
known receiving sets. Too many 
makes tend to confuse the prospect, 
according to the firm, while a limited 
number of popular makes is con- 
ducive to best results. Through con- 
centrating their sales efforts largely 
on the more expensive sets, the sum 
involved in the average radio sale 
is $175. It is noteworthy that, not- 
withstanding the liberal terms of- 
ered on partial payments, over half 
of the radio sales have been for 
cash. 

The radio department of Coombs 
& Oliver, through the changes in 
their radio merchandising policies, 
which have been described, have 
transformed an unprofitable depart- 
ment into one which is now paying 
handsome dividends. In fact, this 
hardware store is now the largest 
retail radio outlet in Oyster Bay, 
and last year’s radio volume attained 
a $28,000 total. 





Samson Waffle Iron 


The new chromium-plated electric waffle 
iron No. 132-CW, offered to the trade by 
Samson-United Corp., Rochester, N. Y., 
has several very unusual features. 

The top of the iron is composed of heat- 
proof inlaid, decorated china. Its handles 
are ivory, to match the china, in a porce- 





lain-like finish, A special type Spider 
heating unit heats the iron quickly, and 
the grids are heated by air chambers, in- 
suring an even distribution of heat over 
the entire surface. 

This iron is supplied with connector plug 
and attachment plug of genuine Bakelite. 
It is supported on five non-scratching fiber 
feet, and the grids are die-cast aluminum, 
smoothly polished and needing no greasing. 
The iron operates on 110 volts. 


The Fan-O-Zone 


Wellington J. Smith Co., 1105 Chester 
Avenue, Cleveland, Ohio, offers the trade 
the Fan-O-Zone line of air purifiers. In 
this machine an electric fan and air puri- 
fier are used together. 

This machine is designed to sweeten and 
purify air and dissipate offensive odors and 
remove smoke, so that full benefits of 
fresh ozone in the air may be given in 
closed rooms. To use this machine no spe- 
cial installation is required, and the regu- 
lar electric light socket wi!l give the nec- 





essary current for operation. No chemi- 
cals or fluids of any nature are used. A 
silent discharge of electricity converts oxy- 
gen in the air into ozone. The ozonizer 
purifies the air and the fan circulates it 
and drives out the stale air. 

This device is recommended by the 
maker for use in private homes, public 
buildings, institutions, offices, stores, etc. 
It is also recommended for use in re- 
frigerator rooms, packing houses, fish mar- 
kets and other places. 

There are several models of the Fan-O- 
Zone available, and some of them have 
synchronized fan and ozone control. The 
Senorita model has a 6%-in. fan, operates 
at one speed, and has the separate fan and 
ozone control feature. Little Tim and 
Little Oscar are separate control types, 
having one speed and equipped with 6% 
and 8-in. fans, respectively. Fanny Ozone 
has a 6%-in. fan, having one speed with 
separate control. The Major is a 9-in. fan, 
having one speed with synchronized fan 
and ozone action, but which-may be oper- 
ated separately. This same model is also 
available in a three-speed type. Big Jim 
is a 16-in. fan, having three speeds. It 
may also be used as a synchronized device, 
or the fan and ozon control may be oper- 
ated separately. Breezy Bill is a machine 
of the same type, but with a 12-in. fan. 
These machines operate on alternating 
current. 


Reading matter continued on page 96 
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THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 
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{t will increase 
your cartridge 
sales 





i Cl 


You can make more money on Kleanbore 
Hollow Point .22’s than on the solid ball 
cartridges. Naturally, you'd like to sell more. 
You should sell 1000 hollow point shorts to 
every case of solid ball shorts; 500 hollow 
point longs to every half case of solid ball 
longs; and 1000 long rifle hollow points to 
every case of long rifle solid ball. You should 
do better in certain territories, but that’s the 
general average nearly every dealer should 
maintain. 


Dealers who make the most money on 
25 Kleanbore Hol- 

low Point .22’s 
are the dealers 
who push their 
sale. There’s 

‘ no better way 
than by making 





Hollow Point 22’s 
for SMALL GAME ar 





to feature this 
stand in your 


id DESTS window 


— i 


the soap test and displaying the results on one 
of the special demonstration cards we supply. 
Take a cake of laundry soap that isn’t too 
dry. Shoot into the end of it with a Klean- 
bore Hollow Point cartridge. You will find 
that the expansion of the bullet has made a 
cavity inside large enough to hold an egg. Put 
this where the shooters will see it and they’ll 
do the rest. 


For pests around the farm and all the larger, 
tougher varieties of small game, Kleanbore 
Hollow Point .22’s are the cartridges to sell. 
Your jobber will supply you. Don’t submit 
to substitution. 


A Lor r22e, 


President. 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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Norge Electric Refrigerator 


Norge Corp., Detroit, Mich., offers the 
trade the Norge refrigerator. A feature of 
this model is the Rollator, a compressor, 
which the manufacturer claims is an im- 
provement over the rotary type compressor. 
A roller turns smoothly within a cylinder 


and performs the function necessary to re- | 


frigeration. By the use of this principle 
the necessity of a piston connecting rod and 
other moving parts is eliminated. The 
three principle parts of the Rollator are 
submerged in oil, insuring less friction and 


a lowering of costs according to the manu- | 


facturer. 























The freezing unit has vertical downdraft 
flues which provides increased air circula- 
tion over the freezer and causes the cabinet 
temperature to lower quickly. A self clos- 
ing porcelain door on the ice cube compart- 
ment prevents the cubes from acquiring 
flavor from food odors. The cold ac- 
celerator, which is adjustable to five points 


is located on the front of the ice cube | 


compartment. Combined with it is a switch 
used for starting and stopping the unit. 

Cabinets are available in four, five and 
seven cubic feet sizes. The smaller size has 
a bonderized lacquer exterior and a vitreous 
porcelain interior. The larger sizes have 
porcelain exteriors and interiors. Trim- 
mings are of stamped and cast brass with 
a finish of chromium over nickel. The 
shelves are of heavy parallel bar construc- 
tion and are hot welded and triple tinned. 
A porcelain chill tray for crisping and 
storing foods is supplied with each re- 
frigerator. 





Portable Tank Type Cleaner 


The Breuer Electric Mfg. Co., 852 Black- 
hawk Street, Chicago, Ill., has a new type 
industrial vacuum cleaner of the portable 
tank type, designed specially for heavy- 
duty work in cleaning machinery, motors, 
overhead pipes, girders, walls, floors, and 
office rugs as well as many other industrial 
appliances. 

Model 70, known as the Tornado, em- 
ploys an oversize 2/5 h.p. G. E. Universal 

_ motor, mounted on Norma precision ball 


bearings. The motor is mounted on a cast 
aluminum cover, which fits over a steel 
| tank finished in aluminum. With each 
cleaner a complete set of attachments is 





BALUER'S TORNADO 
MEAVY DUTY INDUSTRIAL va 
a 






fAvVER- MODEL 70 





furnished to take care of any cleaning re- 


quirement. 

This machine is so made as to allow the 
removal of the motor from the cover for 
use as a portable blower. 





Conlon Automatic Ironer 


The Conlon Corp., Cicero, Ill., has an 
automatic electric ironer which will “iron 
everything, press anything, and is a kitchen 
table,” states the company. It is made in 
Models D and F. They are furnished with 
or without cabinet tops and are equipped 
with a 26-in. full open-end roll and shoe. 

These models differ only in that D is 
furnished with a kitchen table top and 
cabinet, with lacquer baked on by special 


[ 





& 
process, and F is equipped with an attrac- 
tive dust-proof hood of rubberized mate- 
| rial. The roll is 26 in. full open-end, 6% 
in. in diameter and is fully padded: The 
cabinet is made of pressed steel with lac- 
quer finished top in Nyanza green. These 
ironers have a 26-in. polished steel shoe, 
occupy a floor space 18 by 33 in. They 
weigh 170 Ib. and 148 lb., respectively, un- 
crated, and 200 and 176 Ib. crated, re- 
spectively. 

By pulling out the pressing button, the 
roll in each model is disconnected, trans- 
forming the ironer into a presser for all 
garments, including men’s suits, coats, etc. ; 
| also pleats or pressing of any sort. 














Dexter Speedex Washer 


The Dexter Speedex electric washing 
machine, Model 77E, is now offered to the 
trade with porcelain tub at slightly higher 
price than the same model tub with heavy 
copper tub nickeled inside and outside. This 
model has larger casters, extra rubber 
cushioning and other features not found 
in the copper type. By the use of a sim- 
ple set of “take-ups,” provision for com- 





plete elimination of play, which develops 
from year to year, is claimed by the 
maker, The Dexter Co., Fairfield, Iowa. 

It is powered by an oversize %4-h.p. 
Westinghouse motor, or it may be had 
with Briggs & Stratton 4-cycle gasoline 
motor of 4% h.p. Agitator flange is cupped 
down over base rim, which eliminates usual 
open crack around agitator, and the agi- 
tator is locked down in place by lock cap 
on top. All moving parts are equipped 
with Durex oilless bronze bearings on 
moving parts. Steel surfaces are cadmium- 
plated under Duco finish to insure against 
rust. 

This model washer is made so that the 
little Dexter attachment ironer can be used 
with the machine. It can be attached or 
removed easily. 





West Bend Electric Kettle 
West Bend’ Aluminum Co., West Bend, 
Wis., offers the trade its new electric tea 
kettle, No. 503-E. It is not limited in its 
uses to housewives but may be utilized to 
advantage by tea shops, doctors, nurses, 

dentists, artists, druggists and roomers. 
By the use of this utensil, water may 
be heated any place where there is an elec- 
tric socket. The maker says that it will 
boil water in six minutes. This kettle 
has a capacity of 3 quarts. It will op- 
erate on 110-120 volts A. C. or D. C. and 
is rated at 10 amperes. The manufacturer 

will replace units free within a year. 





Reading matter continued on page 98 
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YOUR STORE’S REQUIREMENTS 


e: PROFITABLE «« 


ELECTRIC IRONS 


Attractive Retail Prices 
Ascertain our current special prices 


Established Source of Supply 


This firm enjoys over 75 years of success 


Complete Variety 
You may offer any style in this brand 


National Advertising 


Your own home’s magazines will show you 


Quality: LANDERS, FRARY & CLARK’S 
ELECTRIC IRONS ctu ‘tome'xeeos 
Buy UNIVERSAL Irons because they fill 


Order Now your particular requirements and are a 
for 


special bargain today. 





Jobbers are now offering the #FP12 
May and June UNIVERSAL FREE PRIZE IRON 


The months carrying our DEAL at $34.90 net which 1s especially 
heaviest magazine advertising on profitable. (Supply limited to jobbers 
UNIVERSAL Electric Irons, stock on hand.) 


therefore, the months in which PRICE: 75 YEARS: QUALITY: 
Special Success Highest 


you can sell them. 
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Copper Prices Are Revised 
to Lower Basis 


Quotations on raw copper were re- 
duced four cents per pound on April 15. 
Domestic and export sales have since 
plainly reflected the sharp decline in 
greatly increased sales. 

It is likely that some time will elapse 
before the reduction will be reflected in 
lower prices of manufactured copper 
articles, of the types generally distributed 
through the regular hardware channels. 


Red-Tag Wire Cloth 
Prices Are Revised 


Effective May 1, the Cyclone Fence 
Co., Waukegan, Ill., announces a revised 
list of prices on its “Red Tag” brand of 
wire cloth. Under this revision the price 
on 12-mesh black changes from $1.50 
to $1.70. 

The other changes follow: 14-mesh 
black, from $1.80 to $2.00; 16-mesh black, 
from $2.05 to $2.30; 18-mesh black, from 
$2.35 to $2.60; 12-mesh galvanized, from 
$1.60 to $1.80; 14-mesh galvanized, from 
$1.90 to $2.10; 16-mesh galvanized, from 
$2.15 to $2.40; 18-mesh galvanized, from 
$2.45 to $2.70. 


Number of Business Failures 


Shows Slight Change for Week 


Business failures for the week ended 
April 10 number 459, as compared with 
439 last week, 404 in the like week of 
1929, 399 in 1928, 412 in 1927 and 389 in 
1926, according to Bradstreet’s. The 
Middle Atlantic States, the section with 
the greatest number of failures, pre- 
sented an increase from 137 to 149. The 
largest increase was registered by the 
Southern States, namely from 76 to 105. 

Further improvement, although more 
moderate than that observed last week, 
marks this week’s insolvency record for 
the United States, R. G. Dun & Co. 
write. 

“Totaling 494, failures reported to R. 
G. Dun & Co. compared with 503 last 
week and 533 two weeks ago, and were 
only nineteen in excess of the 475 de- 
faults in this week of 1929. The better- 
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Nation’s Hardware 
Demand Continues 


to Improve 
New York, April 23—Under the 


continued general prevalence of 
favorable weather the hardware de- 
mand throughout the country has 
shown an appreciable gain in the 
majority of leading markets. While 
Spring activity in most sections ma- 
terialized somewhat later than 
usual, business is brisk at present 
and it is now predicted that sales 
for the first half of the year, will 
compare favorably with the cor- 
responding period of last year. 

Indications of a general better- 
ment in basic conditions and in the 
key industries have lent a more op- 
timistic tone to trade prospects for 
the immediate future. Increased 
activity in building operations has 
given some impetus to the demand 
for builders’ hardware and related 
construction supplies. 

Prices are mostly steady and un- 
changed. The few revisions which 
have been made recently were large- 
ly of inconsequential character. 
Quotations, however, on many 
lines are lower at this time than dur- 
ing the corresponding period of last 
year. This fact should be consid- 
ered in sales volume comparisons. 
No major: price changes appear 
likely in the near future. 

The credit situation has begun to 
reflect the general improvement in 
conditions in the better status of 
collections. 





ment this week, in comparison with last 
week’s returns, was in the South and on 
the Pacific Coast, and those sections 
also showed more or less decline from 
the figures for a year ago. Numbering 
311, this week’s failures, with liabilities of 
more than $5,000, were little changed. 


Bank Clearings Show Loss 
In Week and Year Comparison 


Bank clearings in the United States for 
the week ended April 10, as reported to 
Bradstreet’s Journal, aggregated $11,- 
$274,872,000, against $328,607,000 Isat 
week and $12,068,230,000 in this week 
last year. There is here shown a de- 
crease of 14.5 per cent from last week 
and of 6.1 per cent from the like week 
of 1929. Canadian clearings aggregated 
$274,872,000, against $328,607,000 last 
week and $340,661,000 in this week last 


year. 


Bank Debits Declined from 
Preceding Week’s Total 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
April 9, aggregated $15,394,000,000, or 
13 per cent below the total reported for 
the preceding week, and 14 per cent be- 
low the total reported for the correspond- 
ing week of last year. 

Aggregate debits for 141 centers for 
which figures have been published week- 
ly since January, 1929, amounted to $14,- 
565,000,000, as compared with $16,809,- 
000,000 for the preceding week and 
$16,934,000,000 for the week ended April 
10. of last year. 


Week’s Price Average Was 
91.3 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced on April 13 that wholesale 
commodity prices for the week ended 
April 12, and based on Dun’s quotations, 
averaged 91.3 per cent. 

The March average was 90.8 per cent. 
The purchasing power of the dollar was 
109.6c., on a 1926 basis of 100c. The 
March average was 110.2c. 

Crump’s index of English prices for 
the week of the revised 1926 level was 
82.5. The March average was 82.8. 

The Italian index on the revised 1926 
basis for the week ended April 5 was 
66.1. 
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satisfactory. Previously, it had been the flat rate would not compensate — two weeks. 
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C15, 
satisfactory. Previously, it had been 
the custom to request the purchaser 
to sign a formal agreement, which 
sometimes offended the prospect. 
The firm carries the sales made on 
partial payments for the same rea- 
son, namely, that finance companies 
sometimes offend a good customer 
with letters from their attorneys on 
the slightest provocation. 

Coombs & Oliver, in réadjusting 
their radio merchandising policies, 
employed a competent radio service 
man, who is available on customers’ 
service calls from 10.30 a. m. un- 
til 10.30 p. m. Due to the necessity 
of the service man “staying on the 
job” after the regular closing hour, 
he is privileged to report for work 
at 10.30 a.m. A service charge is 
always made such calls, the 
amount charged depending on the 
time spent on the trip and the dis- 
tance from the store. This plan of 
handling service calls was also a 
change from former methods, as it 
had formerly been the custom to 


on 


Samson Waffle Iron 


The new chromium-plated electric waffle 
iron No. 132-CW, offered to the trade by 
Samson-United Corp., Rochester, N. Y., 
has several very unusual features. 

The top of the iron is composed of heat- 
proof inlaid, decorated china. Its handles 
are ivory, to match the china, in a porce- 





lain-like finish. A special type Spider 
heating unit heats the iron quickly, and 
the grids are heated by air chambers, in- 
suring an even distribution of heat over 
the entire surface. 

This iron is supplied with connector plug 
and attachment plug of genuine Bakelite. 
It is supported on five non-scratching fiber 
feet, and the grids are die-cast aluminum, 
smoothly polished and needing no greasing. 
The iron operates on 110 volts. 
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the flat rate would not compensate 
the store for the service man’s time 
and the use of a car on the trip. 

In engaging the service man, spe- 
cial consideration was given to the 
fact that the man finally chosen 
should, in addition to being a com- 
petent service man, be a good sales- 
man as well. As the Coombs & 
Oliver service man makes his calls 
he suggests 
such as new tubes, or calls attention 
to the important improvements 
which are embodied in the latest 
screen grid sets, which have just 
been received by the store. It is in- 
teresting to learn that most sales are 
made from prospects who have thus 
heen developed by the service man. 

The best sales expedient, accord- 
ing to Mr. Coombs, is the trial or 
demonstration in the home. The 
radio set is installed in the pros- 
pect’s home without obligation or 
charge. Operation and maintenance 
are made to appear as simple and 
Often one 


improved equipment, 


economical as possible. 


The Fan-O-Zone 
Wellington J. Smith Co., 1105 Chester 
Avenue, Cleveland, Ohio, offers the trade 
the Fan-O-Zone line of air purifiers. In 
this machine an electric fan and air puri- 
fier are used together. 

This machine is designed to sweeten and 
purify air and dissipate offensive odors and 
remove smoke, so that full’ benefits of 
fresh ozone in the air may be given in 
closed rooms. To use this machine no spe- 
cial installation is required, and the regu- 
lar electric light socket will give the nec- 
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two weeks. 

Coombs & Oliver now carry a 
complete selection of four well- 
known receiving sets. Too many 
makes tend to confuse the prospect, 
according to the firm, while a limited 
number of popular makes is con- 
ducive to best results. Through con- 
centrating their sales efforts largely 
on the more expensive sets, the sum 
involved in the average radio sale 
is $175. It is noteworthy that, not- 
withstanding the liberal terms of- 
ered on partial payments, over half 
of the have been for 
cash. 

The radio department of Coombs 
& Oliver, through the changes in 
their radio merchandising policies, 
which have been described, have 
transformed an unprofitable depart- 
ment into one which is now paying 
handsome dividends. In fact, this 
hardware store is now the largest 
retail radio outlet in Oyster Bay, 
and last year’s radio volume attained 
a $28,000 total. 


radio sales 


essary current for operation. No chemi- 
cals or fluids of any nature are used. A 
silent discharge of electricity converts oxy- 
gen in the air into ozone. The ozonizer 
purifies the air and the fan circulates it 
and drives out the stale air. 

This device is recommended by the 
maker for use in private homes, public 
buildings, institutions, offices, stores, etc. 
It is also recommended for use in re- 
frigerator rooms, packing houses, fish mar- 
kets and other places. 

There are several models of the Fan-O- 
Zone available, and some of them have 
synchronized fan and ozone control. The 
Senorita model has a 6%-in. fan, operates 
at one speed, and has the separate fan and 
ozone control feature. Little Tim and 
Little Oscar are separate contro! types, 
having one speed and equipped with 6% 
and 8-in. fans, respectively. Fanny Ozone 
has a 6%-in. fan, having one speed with 
separate control. The*Major is a 9-in. fan, 
having one speed with synchronized fan 
and ozone action, but which may be oper- 
ated separately. This same model is also 
available in a three-speed type. Big Jim 
is a 16-in. fan, having three speeds. It 
may also be used as a synchronized device, 
or the fan and ozon control may be oper- 
ated separately. Breezy Bill is a machine 
of the same type, but with a 12-in. fan. 
These machines operate on alternating 
current. 


Reading matter continued on page 96 
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A Striking Demonstration ! 


I 
+ of POWER 


It will increase 
your cartridge 
sales 
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You can make more money on Kleanbore 
Hollow Point .22’s. than on the solid ball 
cartridges. Naturally, you'd like to sell more. 
You should sell 1000 hollow point shorts to 
every case of solid ball shorts; 500 hollow 
point longs to every half case of solid ball 
longs; and 1000 long rifle hollow points to 
every case of long rifle solid ball. You should 
do better in certain territories, but that’s the 
general average nearly every dealer should 
maintain. 


Dealers who make the most money on 

a Kleanbore Hol- 
low Point .22’s 
are the dealers 
who push their 
sale. There’s 
no better way 
than by making 





Hollow Point 22's 
for SMALL G AME . 





and EFFICIENCY " 


to feature this 
stand in vour 
window 


the soap test and displaying the results on one 
of the special demonstration cards we supply. 
Take a cake of laundry soap that isn’t too 
dry. Shoot into the end of it with a Klean- 
bore Hollow Point cartridge. You will find 
that the expansion of the bullet has made a 
cavity inside large enough to hold an egg. Put 
this where the shooters will see it and they'll 
do the rest. 


For pests around the farm and all the larger, 
tougher varieties of small game, Kleanbore 
Hollow Point .22’s are the cartridges to sell. 
Your jobber will supply you. 
to substitution. 


Rf Lanna s2e 


President. 


Don’t submit 


REMINGTON ARMS COMPANY. Ine. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Dighy 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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Norge Electric Refrigerator 


Norge Corp., Detroit, Mich., offers the 
trade the Norge refrigerator. A feature of 
this model is the Rollator, a compressor, 
which the manufacturer claims is an im- 
provement over the rotary type compressor. 
A roller turns smoothly within a cylinder 
and performs the function necessary to re- 
frigeration. By the use of this principle 
the necessity of a piston connecting rod and 
other moving parts is eliminated. 


The | 


| 


three principle parts of the Rollator are | 


submerged in oil, insuring less friction and 
a lowering of costs according to the manu- 
facturer. 























The freezing unit has vertical downdraft 
flues which provides increased air circula- 
tion over the freezer and causes the cabinet 
temperature to lower quickly. A self clos- 
ing porcelain door on the ice cube compart- 
ment prevents the cubes from acquiring 
flavor from food odors. The cold ac- 
celerator, which is adjustable to five points 


is located on the front of the ice cube | 


compartment. Combined with it is a switch 
used for starting and stopping the unit. 


: “ : 
Cabinets are available in four, five and | 
seven cubic feet sizes. The smaller size has | 


a bonderized lacquer exterior and a vitreous 
porcelain interior. The larger sizes have 
porcelain exteriors and interiors. Trim- 
mings are of stamped and cast brass with 
a finish of chromium over nickel. The 


shelves are of heavy parallel bar construc- | 
tion and are hot welded and triple tinned. | 
A porcelain chill tray for crisping and | 


storing foods is supplied with each re- 
frigerator. 


Portable Tank Type Cleaner 


The Breuer Electric Mfg. Co., 852 Black- 
hawk Street, Chicago, IIl., has a new type 


industrial vacuum cleaner of the portable | 
tank type, designed specially for heavy- | 
duty work in cleaning machinery, motors, | 


overhead pipes, girders, walls, floors, and 


office rugs as well as many other industrial | 


appliances. 

Model 70, known as the Tornado, em- 
ploys an oversize 2/5 h.p. G. E. Universal 
motor, mounted on Norma precision ball 


| 


bearings. The motor is mounted on a cast 
aluminum cover, which fits over a steel 
tank finished in aluminum. With each 
cleaner a complete set of attachments is 


sacuer’s + 
oury 


MEave 
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| model 


| 
| 
| 


furnished to take care of any cleaning re- 


quirement. 


This machine is so made as to allow the 


removal of the motor from the cover for 
use as a portable blower. 





Conlon Automatic Ironer 


The Conlon Corp., Cicero, Ill, has an 
automatic electric ironer which will “iron 
everything, press anything, and is a kitchen 
table,” states the company. It is made in 
Models D and F. They are furnished with 
or without cabinet tops and are equipped 
with a 26-in. full open-end roll and shoe. 

These models differ only in that D is 
furnished with a kitchen table top and 
cabinet, with lacquer baked on by special 


| 





te 


process, and F is equipped with an attrac- 
tive dust-proof hood of rubberized mate- 
rial. The roll is 26 in. full open-end, 6% 
in. in diameter and is fully padded. 


quer finished top in Nyanza green. These 
ironers have a 26-in. polished steel shoe, 
occupy a floor space 18 by 33 in. They 
weigh 170 lb. and 148 lb., respectively, un- 
crated, and 200 and 176 lb. crated, re- 
spectively. 

By pulling out the pressing button, the 
roll in each model is disconnected, trans- 
forming the ironer into a presser for all 


| garments, including men’s suits, coats, etc. ; 


also pleats or pressing of any sort. 





Dexter Speedex Washer 


The Dexter Speedex electric washing 
machine, Model 77E, is now offered to the 
trade with porcelain tub at slightly higher 
price than the same model tub with heavy 
copper tub nickeled inside and outside. This 
has larger casters, extra rubber 
cushioning and other features not found 
in the copper type. By the use of a sim- 
ple set of “take-ups,” provision for com- 





| plete elimination of play, which develops 


| with 





The | 
| cabinet is made of pressed steel with lac- 


| tric socket. 


from year to year, is claimed by the 
maker, The Dexter Co., Fairfield, Iowa. 

It is powered by an oversize %4-h.p. 
Westinghouse motor, or it may be had 
with Briggs & Stratton 4-cycle gasoline 
motor of 4 h.p. Agitator flange is cupped 
down over base rim, which eliminates usual 
open crack around agitator, and the agi- 
tator is locked down in place by lock cap 
on top. All moving parts are equipped 
Durex oilless bronze bearings on 
moving parts. Steel surfaces are cadmium- 
plated under Duco finish to insure against 
rust. 

This model washer is made so that the 


| little Dexter attachment ironer can be used 


with the machine. It can be attached or 


removed easily. 


West Bend Electric Kettle 
West Bend Aluminum Co., West Bend, 
Wis., offers the trade its new electric tea 
kettle, No. 503-E. It is not limited in its 
uses to housewives but may be utilized to 
advantage by tea shops, doctors, nurses, 

dentists, artists, druggists and roomers. 
By the use of this utensil, water may 
be heated any place where there is an elec- 
The maker says that it will 
boil water in six minutes. This kettle 
has a capacity of 3 quarts. It will op- 
erate on 110-120 volts A. C. or D. C. and 
is rated at 10 amperes. The manufacturer 

will replace units free within a year. 








Reading matter continued on page 98 
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YOUR STORE’S REQUIREMENTS 


c: PROFITABLE « 


~ ELECTRIC IRONS 


Attractive Retail Prices 
Ascertain our current special prices 


Established Source of Supply 


This firm enjoys over 75 years of success 


Complete Variety 


You may offer any style in this brand 


National Advertising 


Your own home’s magazines will show you 


Quality: LANDERS, FRARY & CLARK’S 


; THE TRADE MARK KNOWN_IN EVERY HOME 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 





ELECTRIC IRONS taury tome Neeps 
. Buy UNIVERSAL Irons because they fill 


Order Now your particular requirements and are a 
for 





special bargain today. 


Jobbers are now offering the #FP12 
May and June UNIV ERSAL FREE PRIZE [RON 
DEAL at $34.90 net which ts especially 
heaviest magazine advertising on profitable. (Supply limited to jobbers 
UNIVERSAL Electric Irons, stock on hand.) 


therefore, the months in which 
PRICE: 75 YEARS: QUALITY: 
Special Success Highest 


The months carrying our 


you can sell them. 
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Copper Prices Are Revised 
to Lower Basis 


Quotations on raw copper were re- 
duced four cents per pound on April 15. 
Domestic and export sales have since 
plainly reflected the sharp decline in 
greatly increased sales. 

It is likely that some time will elapse 
before the reduction will be reflected in 
lower prices of manufactured copper 
articles, of the types generally distributed 
through the regular hardware channels. 


Red-Tag Wire Cloth 
Prices Are Revised 


Effective May 1, the Cyclone Femme 
Co., Waukegan, IIl., announces a revised 
list of prices on its “Red Tag” brand of 
wire cloth. Under this revision the price 
on 12-mesh black changes from $1.50 
to $1.70. 

The other changes follow: 14-mesh 
black, from $1.80 to $2.00; 16-mesh black, 
from $2.05 to $2.30; 18-mesh black, from 
$2.35 to $2.60; 12-mesh galvanized, from 
$1.60 to $1.80; 14-mesh galvanized, from 
$1.90 to $2.10; 16-mesh galvanized, from 
$2.15 to $2.40; 18-mesh galvanized, from 
$2.45 to $2.70. 








Number of Business Failures 
Shows Slight Change for Week 


Business failures for the week ended 
April 10 number 459, as compared with 
439 last week, 404 in the like week of 
1929, 399 in 1928, 412 in 1927 and 389 in 
1926, according to Bradstreet’s. The 
Middle Atlantic States, the section with 
the greatest number of failures, pre- 
sented an increase from 137 to 149. The 
largest increase was registered by the 
Southern States, namely from 76 to 105. 

Further improvement, although more 
moderate than that observed last week, 
marks this week’s insolvency record for 
the United States, R. G. Dun & Co. 
write. 

“Totaling 494, failures reported to R. 
G. Dun & Co. compared with 503 last 
week and 533 two weeks ago, and were 
only nineteen in excess of the 475 de- 
faults in this week of 1929. The better- 
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Nation’s Hardware 
Demand Continues 
to Improve 


New York, April 23—Under the 
continued general prevalence of 
favorable weather the hardware de- 
mand throughout the country has 
shown an appreciable gain in the 
majority of leading markets. While 
Spring activity in most sections ma- 
terialized somewhat later than 
usual, business is brisk at present 
and it is now predicted that sales 
for the first half of the year, will 
compare favorably with the cor- 
responding period of last year. 

Indications of a general better- 
nent in basic conditions and in the 
key industries have lent a more op- 
timistic tone to trade prospects for 
the immediate future. Increased 
activity in building operations has 
given some impetus to the demand 
for builders’ hardware and related 
construction supplies. ; 

Prices are mostly steady and un- 
changed. The few revisions which 
have been made recently were large- 
ly of inconsequential character. 
Quotations, however, on many 
lines are lower at this time than dur- 
ing the corresponding period of last 
year. This fact should be consid- 
ered in sales volume comparisons. 
No major price changes appear 
likely in the near future. 

The credit situation has begun to 
reflect the general improvement in 
conditions in the better status of 
collections. 





ment this week, in comparison with last 
week’s returns, was in the South and on 
the Pacific Coast, and those sections 
also showed more or less decline from 
the figures for a year ago. Numbering 
311, this week’s failures, with liabilities of 
more than $5,000, were little changed. 


Bank Clearings Show Loss 
In Week and Year Comparison 


Bank clearings in the United States for 
the week ended April 10, as reported to 
Bradstreet’s Journal, aggregated $11,- 
$274,872,000, against $328,607,000 Isat 
week and $12,068,230,000 in this week 
last year. There is here shown a de- 
crease of 14.5 per cent from last week 
and of 6.1 per cent from the like week 
of 1929. Canadian clearings aggregated 
$274,872,000, against $328,607,000 last 
week and $340,661,000 in this week last 
year. 


Bank Debits Declined from 
Preceding Week’s Total 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
April 9, aggregated $15,394,000,000, or 
13 per cent below the total reported for 
the preceding week, and 14 per cent be- 
low the total reported for the correspond- 
ing week of last -year. 

Aggregate debits for 141 centers for 
which figures have been published week- 
ly since January, 1929, amounted to $14,- 
565,000,000, as compared with $16,809,- 
000,000 for the preceding week and 
$16,934,000,000 for the week ended April 
10 of last year. 


Week’s Price Average Was 
91.3 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced on April 13 that wholesale 
commodity prices for the week ended 
April 12, and based on Dun’s quotations, 
averaged 91.3 per cent. 

The March average was 90.8 per cent. 
The purchasing power of the dollar was 
109.6c., on a 1926 basis of 100c. The 
March average was 110.2c. 

Crump’s index of English prices for 
the week of the revised 1926 level was 
82.5. The March average was 8238. 

The Italian index on the revised 1926 
basis for the week ended April 5 was 
66.1. 
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CHICAGO: 


(Chicago office of HARDWARE AGE) 

CHICAGO, April 22.—Real spring weather has done much to en- 
liven the hardware trade. The temperature has already reached as 
high as 90 deg. which, following on the heels of the recent snow- 
storm, as had a decidedly stimulating effect on business. 

Paints, steel goods and roller skates are among the lines affected. 
Current shipments of wire cloth are going out in large volume, part- 
ly under the influence of the season’s low prices which are expected 
to hold through July. Gratifying growth in the poultry netting busi- 
ness continues on a market that remains steady. Current orders 
for lawn mowers are improving. 

Locksets and butts show improvement in all territories, reflecting 
some increase in building activities. Agricultural wrenches continue 
in strong demand. The recent reduction on manila rope has been a 
noticeable help to business; former sisal prices hold. Nails and wire 
are still showing betterment, with no price changes. Glass and 
putty are beginning to register an upturn. Chain for farm uses is 


Favorable Weather Stimulates Business. : 


Prices, in the Main, Are Little Changed. 


Rate. cubes. —UX-201A, 75c.; UX- 
199, .20; WxX-227, $1.50; UG-171A, 
; oy. 250, 36.60 each; UX-245, 
$2. 10 each; UX- 224, $2.40 each; No. 
410, $4.80 each; 422; $2.40; 424, $1. 80; 
427, $1.20; 445, $1.50; 450, $6; 480, 
$1.50; 481, $3.90. 


FISHING TACKLE. 


Bronson Lion level winding reels, 
$1.35 each; Union level winding reels, 
No. 7225, $1.25 each; Meisselbach 
reels, assorted colors, $3 each; South 
Bend level “winding, anti-backlash 
reels, No. 50, $3.65 each; No. C2800 
quadruple multiplying reels, $8 per 
doz. Two-piece Japanese bamboo 
ym ir 65 per doz.; three-piece, 8 to 

4.35 per doz.; three-piece, 10 to 
-+ $5.15 per doz.; ; Heddon’s No. 
9 ‘‘Muskie’”’ rods, $11 each; Heddon's 
No. 6D rods, $10 each; Heddon’s No. 
2% rods, $4. 30 each; Montague split- 
switch casting rods, 3.60 each. 
Gladding’s “Invincible” silk line, 18- 
lb. test, $2.35 per 100 yds.; 24-lb. test, 
$2.75 per 100 yds.; Newton's ‘Ace 
Supreme’’ waterproof casting line, 
12-lb. test, $1.35 per 100 yds.; 15-Ib. 





ti test, $1.40; 18-Ib., $1.75; “Old Re- 
active. liable” braided cotton line, 84-ft., 
Miscellaneous electrical accessories are moving well. Tires and ini. a ao a a 
tackle boxes, 16-in., $3.15 each; 21-in., 


tubes continue rather lively, but other automobile accessories are ny igdleenag 


quiet. Trade in baseball goods is making excellent headway. Or- 

ders for fishing tackle continue to reflect an unusually strong de- | FLINT PAPER. 

mand. Activity in roller skates is beginning to recover from the ad- sat cece oe ee. 

verse effect of the recent snowfall. Linseed oil has advanced a cent = i 2a oe eee ee 
per ream; 9 x 11 sheets, in boxes, 


a pound. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CHICAGO. 


No. 0, 100 sheets per box, 89c.; No. 
1, 75 sheets per box, 80c.; 8% x 10% 
sheets, No. 0, 100 sheets per box, 70c.; 
No. 1, 75 sheets per box, 63c. 


GARDEN HOSE. 





| 
| 
AU ; ag screws d i t. All . 
AUTOMOBILE ACCESSORIES. | lag screws, 60 per cent discoun iin | Molded garden hose, single braid, 
eee ee eee ~ ec | rie Oe eta | age 8i4c. ogg 
c. each; regular, 58c. each; am- T ’ .;, double braid, -in., 8c. per 3 
pion X, 45c. each; Champion Blue- | BUILDERS’ HARDWARE. | %-in., 9c. per ft.; red hose, %-in., 
Box line, 53c. each; A. C., 58c. each; Steel butts, 31%, x 3%, old copper 9c. per ft.; %-in., 10c. per ft. 
eg of ave. 50c. <A. C. Special Ford, | or dull ag —— sg per a } 
36c. eac pair in case lots; less than case lots, 
Spot ee —Appleton, No. 3280, $1.95 per doz. pair; steel butts, 4 x 4, GLASS AND PUTTY. 
$6.50 each old copper or dull brass finish, $2.44 Single strength A, all brackets, 85 
Chains. —Nonskid, dozen pair lots, per doz. pair in case lots; less than per cent discount; single strength B, 


35 per cent discount. 
Jacks.—National Standard, No. 21, 


case lots, $2.68 per doz. pair. Heavy 
steel, bevel, inside sets, $5.00 per doz. 





$1.30 each. sets in case lots. Steel, bit-keyed 
Pumps.— Rose, 1% in. cylinder, front door sets, $1.25 per sat; wrought 

$1.85 each. brass, bit-keyed front door sets, $2.25 
Tires and Tubes.—Mansfield tires, per set. Cylinder front door sets, 

29 x 4.40, 4-ply, $6.50; 29 x 4.40, 6-ply, $5.00 per set. 

$9.06; 29 x 4.40, D. S., $10.17; 29 x 4.40 

tube, CHAIN. 


$1.31; 30 x 4.50, 4-ply — i. 25; 
30 x 4.50, 6-ply, $9. 69; 30 x 4.5 ys 
$10.99; 30 x 4.50 tube, = 39; rr — "3% 
extra size tire, $5.71; x 3% tube, 


1-in. proof coil chain, $11.00 cwt., 
base; trade-marked coil chains, 40-10 
per cent off list. 


$1.13. Mansfield- halle A —_ 29 x 
4.40, $4.96; 30 x 4.50, $5.51; 30 x 3% 
extra size, $4.41. COPPER RIVETS AND BURRS. : 
Copper rivets and burrs, 30-10 per 
BASEBALL GOODS. oer 
Slugger bats, $18 per doz.; No. 8 


ELECTRICAL AND RADIO GOODS. 
Merchandise. — No. 14 


Champion bats, $4 per doz.; No. 11B 


I 7. -5 vO. 4 4 i ; . 
oats, $7.20 per doz.; No. 4 Junior bats Electrical 


2 . Goldsmi >i , i 
oF ag age agen Bees rubber covered wire, $6.35 per 1000 
National league No. 1A balls, $12.75 ft.; in less than 1000 ft. lots, $6.60; 
per doz.; National practice No. 65 No. 18 lamp cords, $11.25 per 1000 ft.; 
balls, $6 per doz.; National league in 1000 ft. lots, $10.50; %-in. brush 
balls, guaranteed for nine innings, brass key sockets, 13c. each; lots of 
$5.35 per doz. Goldsmith fielders’ 25, 12%c. each; two-way | (Hemco) 
gloves, oiled tanned horse hide, $2.75 plugs, 30c. each; in lots of 10, 20c. 
each; two-piece attachment plugs, 


each; basemen’s mitts, professional 


models, $21.85 per doz. 


BOLTS AND NUTS. 


Large carriage bolts, cut thread, 
60 per cent discount; small carriage 


| 5c. each; dry cells, boxes of 55, 3244c. 
each; less than case lots, 36c. each. 
Electrical Appliances. — Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4. 15: 
Percolator, Universal 9169, $15.20. 





bolts, cut thread, 60 per cent dis- Radio Supplies. —Radio B batteries, 
count; small carriage bolts, rolled D779 E, $1.40 each; in case lots of 5, 
thread, 60-10 per cent discount; | $1.30; No. 770, $3 each; packages of 
large machine bolts, cut thread, 60 | 5, $2.80; No. 772, $2.06 each; packages 
per cent discount; small machine of 5, $1. =“ No. 486, $3.20 each; pack- 
bolts, cut thread, 60 per cent dis- ages of 5, $2.97; No. 485, Layerbuilt 
count; small machine bolts, rolled battery, less than standard packages, 


$2.22 each; in original standard pack- 


thread, 60-10 per cent discount: all $2.06 h 
| ages, $2.06 each. 


stove bolts, 75-10 per cent discount; 





all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discoynt; double strength B, 
all brackets, 87 per cent discount. 
Putty, pure grade, $3.90 per cwt.; 
commercial, $3.15 per cwt. 


HANDLES, AGRICULTURAL 


Hay and manure fork handles, 
strapped and capped, X grade, 4-ft., 
$5 per doz.; 414-ft., $5.50 per doz.; 
XX grade, 4-ft., $6.50 per doz.; 4%- 
ft., $7 per doz.; garden hoe handles, 
4%4-ft., X grade, $2.75 per doz.; gar- 
den rake handles, 5%4-ft., X grade, 
$3.60 per doz.; regular pattern shovel 
handles, 4% ft., X grade, $4.25 per 
doz.; regular D shovel and scoop han- 
dles, X grade, $4.90 per doz., with 
IDL top, $4.50 per doz. 


LAWN MOWERS. 


High-wheel, 5-blade, 16-in., ball- 
bearing lawn mowers, $10.75 each; 
high-wheel, 4-blade, 16-in., ball- 
bearing lawn mowers, first quality, 
$9 each; second quality, $6.50; 
second quality, 9-in., 4-blade, ball- 
bearing second 


lawn mowers, $6; 
quality, 8-in., $5.75. 


| NAILS AND WIRE. 


L.c.l. quantities, common wire and 
cement coated nails, $2.85 base, car- 
loads on application; steel cut nails, 
$4 base. No. 9 black annealed wire, 
$3.45 per cwt.; No. 9 galvanized, plain 
wire, $3.90 per cwt.; catchweight 
spools, galvanized cattle or hog wire, 
$3.75 per cwt.; polished fence staples, 
$3.55 per cwt. 


Reading matter continued on page 102 
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famous makers co -operate on 
hese remarkable window displays! 








Se 


*Cleveland’”’ Carbon 
Steel Drill Set No. 26, 
containing eight small drills. 


VERY man in your neighborhood who likes 

to do his own tinkering—every farmer who 

owns a piece of machinery—should own a hand 

or power drill, together with a “Cleveland” 
Twist Drill Set, illustrated above. 


To help you sell these people, as well as the 
mechanic, we offer a combination window trim, 
featuring our Drill Sets and the hand, breast or 
electric drills of any of the five famous makes 
mentioned at the right. 


Each window trim is complete in itself. Above 
is shown our Drill Sets in combination with the 
well-known Millers Falls line. 


Trims and full instructions for placing them 
will be sent only to dealers who request them. 
Fill out and mail the coupon before you forget it. 





FRADE MARK REG. U. S. PAT. OFF. AND FOREIGN COUNTRIES 


TWIST DRILL 
COMPAN Y 
CLEVELAND 
NEW YORK-CHICAGO-LONDON 


Free ! 
tH i Wal 23 
ee) ee 


Cele Fa 








Tie 





a 
h 
AL TOTTI we 





This is a photo of large cut-out, oil 
painted in eight colors, and divided 
into three sections. 


ee : 
S| In Co-operation 
with 


Millers Falls/ 
Yankee/ 
Stanley/ 
Black €Decker/ 
Van Dorn/ 


The Cleveland Twist Drill Co. 
Cleveland, Ohio 


——— 





H.A. 


Ship at once window display ~ material for your 
Drill Sets and full instructions for use with display 
material of the following cooperating manufacturer: 


(name one of the five manufacturers listed) 
I ess eh Na as es) ee 
Ce ee Rae eee Se ee eee wictsa 
Se Rae ROE ae CLA ERD Ee ome 
I understand there is no charge for this trim and agree 
to use it in my windowas soonas possible this season 
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CHICAGO MARKET REPORT ccomisuci 





PAINTS AND OILS. en ee ee. 
Linseed Oil, Raw.— Barrel lots, gia oe a ee See 
a gal.; 5 barrel lots, $1.12 Mid Paste.—Barrel lots, 7%4c. per 
Linseed Oil, Boiled. — Barrel lots, 
$1.18 per gal.; 5 barrel lots, $1.15 POULTRY NETTING. 
per gal. Poultry nettin 
g, galvanized before, 
Denatured Alcohol. — Barrel lots, | “ 
63c. per gal.; steel drums, extra, $10; tid (ne he el ——— 
returnable. . , 
Turpentine. — Drum lots, 66c. per ROLLER SKATES. 
gal., net. 
: . - Union line: No. 5, 12-pair lots 
Wh i -—100 ‘ rs, $14.25 r ; pig 
per = Al =< a ions es oe $1.35 each; No. 6, $1.45. Chicago line, 
ewt.; 25 lb. kegs, $14.50 per cwt.; No. 101, in pair lots, $1.30 eagh; 
12% Ib. kegs, $14.75 per cwt. No. 103, $1.40. 
Shellac (4 lb. cut).—White, $2.48 
per gal. in barrel lots; orange, $2.08 ROPE. 
per gal. in barrel lots; second grade 3est pure manila rope, 20c. per Ib., 
white, $2.17; second grade orange, base; No. 2 manila, 18c. per lb., base; 
$1.82 best pure sisal rope, 15c. per lb., base. 





Galvanized sheets, 24-gage, $4.60 
per cwt.; 24-gage black sheets, $4.05 
per cwt. 


WIRE CLOTH. 


Black, 12-mesh, $1.60; galvanized, 
14- mesh, $2.00; galvanized, 16-mesh, 


$2.3 


wapehitint. 


Agricultural wrenches, 60-10-5 per 
cent off list; engineers’ wrenches, 
50-10-5 per cent off; knife-handled 
wrenches, 40-10-5 per cent off; genu- 
ine Stillson wrenches, 70-10 per cent 
off; genuine Trimo wrenches, 70-5 per 
cent off; Stidson pattern wrenches, 
75-5 per cent off. 





STEEL SHEETS, FLAT OR CORRU- 
GATED. 


j 





Prospects Are Steadily Growing Brighter. 
Peach Crop Outlook Is Splendid. 


| GALVANIZED WARE 


No. A tubs, $4.00 per doz.; No 0, 
$5.20 per doz.; No. 2, $7.20 per doz.: 
No. 3, $8.40 per doz. 

8 quart galvanized pails, $1.98 per 


ATLANTA: 


. (Atlanta office of HARDWARE AGE) 
ATLANTA, April 22.—As a whole the general business outlook for 
this section is steadily growing brighter. Hardware jobbers report 


a considerable increase in orders during the past few days due to doz.; 10 quart, $2.24 per doz.; 
warm spring weather. Orders are especially good on handled hoes, ae Der, dos, a 
garden tools, lawn goods and ice cream freezers. ae quart galvanized | are ee 
Farmers throughout this section are busily engaged in preparing at., $4.75 per doz. mae 
5 gal. garbage cans, $6.35; 7 gal., 


their lands and stands of early crops are looking fine. According $8.75; 10 gal., $9.25 per doz. 


to current reports from Georgia’s famous peach belt, the 1930 crop | GARDEN SETS 

is looking splendid. The crop will amount from 7000 to 10,000 cars, No. 711 Victor, $4.50 per doz. 

it is estimated by well informed authorities. With a continuance of | GRASS HOOKS 

favorable weather and unless some unforeseen adversity occurs, Per Doz. 
movement of the early varieties soon will be under way and thus a Rot Kelly Grass Hooke .----- 4:60 


_ 4 Perfect. Grass 


new wealth of several million dollars will begin to pour through the 5 Kelly Grass Hook ...... 
agricultural district, thence through the regular business channels No: 26 Kelly Perfect Weed Gutter #00 
of the State. meceanaainhagneg 
The peach crop constitutes one of Georgia’s leading diversified can ee war de eee Goasien 
cash crops, which, together with melons, other fruits and truck, ae a 
pump millions of dollars throughout the State during the summer. HANDLES y 
This gives the farmers and general business an enormous income See par Ok. ee Le. Gees wee 
pending maturity and harvesting of the State’s major crops, such as _- Caaaigaaadsis eo 
No. 1 D spade shovel and scoop, 


cotton, corn, oats, hay and other products, which go to make up 
Georgia’s $300,000,000 or more of agricultural income. 
The jobbers report collections as being fair at this time. 


with steel D4, $4.00 doz.; No. 1 D cot- 
ton seed fork with steel D cap strap 
and ferrule, $6.50 doz.; No. 1 D spad- 
ing fork handle with steel D cap 
strap and ferrules, $6.00 doz.; No. 1, 











, _ _ al ~~ TOV 14 > 3 € ! 2S e y 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | 4%, x, deut ghovel nandres. ie ea 
ry dies, $3.50 per doz.: No. 1, 4% ft., 
RETAILERS, F.0.B. ATLANTA. plain manure fork handles, $2.50 per 
- ic " doz.; No. 1, 4% ft., with cap strap 
CLOTHES LINE (W IRE) FREEZERS } and ferrule, $4.00 per doz.; No. 1, 
50 ft., $2.00 per doz.; 75 ft., $3.00 per Each | 6 {t., rake handles, $3.00 per doz. 
z.° ( ‘ J 7 eS gg 6” See $3.30 
car pls Cecelia |  2°qt. Frost King...000000000.: "33 | HARDWARE CLOTH 
CLOTHES PINS ee ee an So ee 1.60 Tinea? 
Common, 28c. gross; spring, T5c. | 4 qt. Frost King.............. 9-60 In. Ft. Rolls Per Roll 
gross. EEN bso wvaeus wae'e 7.10 2x2 24 ‘| > ip $7.25 
a 8 qt. Frost King iasaber e's ase ke 9.20 2x2 20 Se ees ee 9.05 
COTTON COLLARS 10 qt. Frost King.............. 12.250 | 9x2 36 NBO see wise eitras 10.85 
Per Doz. 12 qt. Frost sk cick ewe w see 13.75 | 3x3 24 BE ce noe De tee 7.90 
Lankford collars .............. $10.00 16 qt. Frost King.............. 19.20 | 3x3 30 ER re 9.85 
Lankford Jr. collars .......... 8.50 (Less discount—40 per cent.) 3x3 36 BEY ch ers eee biewe 11.52 
TE ee 13.00 1 qt. White Mountain......... 4.85 4x4 24 | SOE Re ne 8.60 
ee 6.50 2 qt. White Mountain......... 5.65 = 4 4 Fo ee eee pep 
3 qt. White Mountain......... 6.75 | x Se. Sacre 2.80 
DUSTERS (FEATHER) 4 qt. White Mountain......... 8.25 6x6 24 |) Rea 9.18 
12 oz., $3.50 per doz.; 14 oz., $4.50 6 qt. White Mountain......... 10.45 6x6 30 ee 11.49 
per doz.; 16 oz., $5.50 per doz.; 18 8 qt. wen me MES ce Soaks rye } 6x6 36 ES ee ete 15.06 
o0z., $6.00 per doz. 10 qt. hite Mountain......... 8.06 
; 12 qt. White Mountain......... 21.55 | HOE (HANDLED) 
FLY SWATTERS (Less discount—50 per cent.) 6 in. light cotton with 4% ft. han- 
Kantmiss, 75c. per doz. 1 qt. Arctic 55 dles, $6.50 per doz.; 6% in., “light cot- 
FORKS 2 qt. Arctic ton with 41% ft. handle, $6.85 per doz.; 
3 qt. Arctic 7 in., light cotton with 5 ft. handle, 
’ Per Doz. 4 qt. Arctic $7.70 per doz.: 7% in., light cotton 
4 tine manure forks ......... $10.80 6 qt. Arctic | with 5 ft. handle, $8. 05 per doz.; 8 in., 
5 tine manure forks .. 12.50 8 qt. Arctic | light cotton with 5 ft. handle, $8.40 
6 tine manure forks 14.64 10 qt. Arctic per doz. 
10 tine seed forks ..... 25.95 12 qt. Arctic J 6 in. regular cotton hoe with 4% 
12 tine seed forks ............ 30.25 (Less discount—50 per cent.) ft. handle, $6.85 per doz.; 6% in., 





Reading matter continued on page 
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HE FAIRY 
Cod FATHER 





NCE UPON A TIME—vwell, any way, I received a letter from one of the country’s 

outstanding jobbers saying that his salesmen had voted to abandon a line of abrasive 

papers and cloths which the firm had been selling for over half a century, and requested that 
the Clover Color-Stripe line be stocked instead. 

Delighted !-naturally. But you ask, “How could such a miracle happen?” 
Here’s the answer: Some months later at a retail hardware convention a 
dealer introduced himself to me, saying, “You have recently obtained the 
coated-abrasive business of so-and-so, haven’t you?” 

“Yes,” I replied. “Do you buy from them?” 

Then he told me a remarkable story of loyalty and appreciation, the like 
of which is rarely heard outside of fairy tales. 

“Several important dealers,” he said, “in this particular locality meet now 
and then to discuss their problems. At such a meeting some six months 
ago an economic question arose and each man automatically produced a copy of Clover 
Business Service. The discussion finished, someone remarked on the value of the services 
rendered by Clover Mfg. Co. to the dealer, then stated that he had been selling Clover 
Color-Stripe sandpapers and metal-cutting cloths, his trade preferring them to any previously 
used.” . 

It seems that others present had had similar experiences, so the entire group decided to 
demand and buy only Clover abrasive papers and cloths, and they further agreed that each 
would put the utmost pressure on their jobbers’ salesmen to bring the jobber into line. 

The jobber complied with his salesmen’s wishes, and his entire stock is now Clover 
Color-Stripe. 

We wonder how many excellent jobbers’ accounts have come to us solely through the help 
and interest of our dealer friends? 

For instance, after this was written the following letter has saciid me from Olin & Olin, 
Hardware Merchants, Iron Mountain, Michigan. 

“We want to thank you for sending us CLOVER BUSINESS SERVICE regularly, 
and assure you that it has been of inestimable value to us. It is a fit- representative 
of CLOVER SANDPAPER, which we have found to be the best seller among all 
sandpapers. In fact, we will stock no other, and we never miss an opportunity to 
tell our customers how much better CLOVER is than any other. 

(Signed) W. G. OLIN.” 


"THE TRADE SEEMS To wANT 
( CLOVER —Hin STOCK iT.” 
Be Bit ad. 





Can you blame me for believing in fairies? 


CROSS MY 


HEART JUDGE, WE FEDERAL 
NEVER Pay FOR P| 
TESTIMONIAL———— 
WE DONT HAVE To! wey 
"2 













Treasurer, Clover Mfg. Co. 


Editor, Clover Business Service 























104 HARDWARE AGE for APRIL 24, 1930 


ATLANTA MARKET REPORT (Continued) 














regular cotton hoe with 4% ft. han- roller bearing Stearns, $13.00 each. No. 32 Boxwood .....-ccccseses 
dle, $7.25 per doz.; 7 in., regular cot- Sprinklers.—Rain King Sprinklers, Bin, BR BURWOOE. 6s-04:000 6600000 
ton hoe with 5 ft. handle, $8.05 per $2.25 each; Giant Rain King Sprink- No. 354% Boxwood .........++++ 
doz.; 7% in., regular cotton hoe = lers, $6.67 each. No. 803 Stanley Zig Zag ...... 
5 ft. handle, $8.40 per doz.; 8 Shears. — Grass shears, $9.00 per No. 804 Stanley Zig Zag ...... 
Peed cotton hoe with 5 ft. A doz.; 8 in. hedge shears, $1.50 each; a +4 rape wed pd — base ox 
.75 per doz. 9 in. hedge shears, $1.75 each. No. 806 Stanley Zig Zag ...... 
oe” Seen eee shank ee with 4% Doo- Klip Products. Ties a grass 
andle, 7.20 per doz.; 7 in., shears, $10.80 per doz.; Doo-Klip lon . I y 
straight shank hoe with 5 ft. han- Stine aus "shears, $18.00 per. doz: a nee Pr. Hd 
dle, $8.05 per doz.; 7% in., straight Doo-Klip pruners, $10.80 per doz. Sq. Ft. 
ee ae SE eee, Fee Black Screen Wire Cloth...... "$1.70 
a os handle. 48 15 a a MOPS (COTTON) Galvanized Screen Wire Cloth.. 2.15 
7 in. black land cotton hoe with 14 0z., $5.50 per doz.; 18 oz., $6.50 Bronze Screen Wire Cloth...... 6.75 
5 ft. handle, $7.25 per doz.; 7% in., per doz.; Betty Bright, self-wringing, 
ag oe cotton hoe with 5 ft. han- $8.00 per doz. SKATES. 
e, $7.50 per doz.; 8 in., black land 
per ae . “eS 5 ft. handle, $7.95 PAINT an a Pg egg gg ae 
er doz in., black land cotton hoe : : Jo. 1 : ; 
with 5 ft. handle, $8.65 per doz.; 10 Wagon paint.—Qt. cans, 60c.; pint 7 a04, G nen veer eng e178: 
in., black land cotton hoe with 5 ft. cans, 35c. ge 6, $1.75: No. 4, $1.65; No. 130, 
handle, $9.35 per doz. ge ag Stain. Py anne, re owe $2. nae i. 1301. $2.15. a tis ? 
LACE LEATHER (CUT) ssn gg ee ene oem sie Skate keys, 30c. per doz.; extra 
yee aes wheels, 10c. extra. 
Per 100 Ft. —- “ = se a = 
3% in. Raw hide ............... $1.50 RAKES Boys’, No. W1B, $1.15; Girls’, No. 
a OMT ER? MONE ois coneedcvcnc 2.25 Per Doz WIG, $1.20. 
in. Baw Milde .......6ecses 2.75 91; oe 3 : 
3s SS Ee 1.75 i — tnd a STEPLADDERS. 
¢ _ a =e hie kine nes mss 2.50 16 Tine bow rakes 9. Feet 
einer WAM CAN «1... sees ee eee 3.00 10 Tine malleable rakes ....... 5.00 4 
LAWN GOODS HH ze malleable rakes Pepin ks 5.40 5 
Garden Hose.—% in. 6 ply 50 ft. 1 ine malleable rakes Fiaoeus 1.0 6 
sections, Good Luck with connections, 16 Tine malleable rakes ....... SH Pa 
Oc. ft.- 6 or 16 Tine road rakes ............ 13.50 
10c. ; 5 in. ply 25 ft. sections, Steel flexible br ke: 7 ¢ 
Good Luck with connections, 10%%c. eee eee ee Penn te ees ae G 
ft.; 5 in. 6 ply 50 ft. sections, Leader VISES (GARAGE) 
with ‘connections, 8c. ft.: 5% in. 6 ply ROOFING Bach 
25 ft. sections, Leader with connec- 2 a Sik io: SS Do. ovo Sad sscnes $2.10 
tions, 8%c. ft.’ Nelson’s Hose Mend- 1 ply felt, roofing, 83c. per roll; 2 No. 43% Columbian ........... 3.50 
ers, 35¢. doz. ply felt roofing, $1 per roll; 3 ply felt No. 44 Columbian .............. 5.50 
Hose Coupling.—™% in., % in., % roofing, $1.20 per roll; slate surface, Serre 3.50 
in. Common, $1.25 doz.; Nelson P. C. roofing, $1.75 per roll (green or red). SO a eee 6.00 
Hose Couplings, % in., % in. and 20 Ib. sheathing paper, 60c. per roll. 
% in.. $2.0 . Asphalt roof coating pain c. ga r 
% in., $2.00 doz. ye ye ang t ouc. a); WASH BOARDS. 
Hose Washers.—1 lb. cartons, 50c 1 Ib. can plastic cement, 1c. per Ib.: 
Ib. : i 5 Ib. can plastic cement, 10c. per King Wash Boards, $3.50 per doz.; 
Hose Clamps.—% in. galvanized Ib. ; nd Ib. can plastic cement, 9c. Oval _ a Boards, Ria = 
hose clamps, 35c. doz.; 5% ran- per i. doz o rass ash Boards, 
ized hose yo Beth pod — oe ' $6.50 per doz. 
Lawn Mowers.—No. 200, 14 in., 4 ROPE (COTTON) 
blade ball bearing Stearns, $6.50 each; 25c. to 30c. per Ib. WATERING POTS. 
No. 200, 16 in., 4 blade ball bearing . Per Doz- 
Stearns, $6.75 each: No. 200, 18 in.. RULES ee re $6.00 
4 blade ball bearing Stearns, $7.00 Per Doz. ee eer 6.75 
each; No. 35, 16 in., 5 blade roller en ete $1.50 ee ae 7.50 
bearing, Stearns, $12. 60 each; No. 35, OS re 6.50 10 Gt. GOIVORIBOD  qoo ccc cowie 9.00 
18 in., 5 blade roller bearing Stearns, No. 62 Boxwood .............-- 7.20 12 qt. Galvanized .............. 10.80 
$12.50, each; No. 35, 20 in., 5 blade ad. BE MIORIOOE 3.550 csdansesecn 6.50 TB at: SORIVORIEOR sass ciececens 12.50 





PIT TSBU RGH: Business Has Shown Improvement. 
$ Wire and Nail Quotations Are Lower- 


(Pittsburgh office of HARDWARE AGE) AUTOMOBILE TIRES AND TUBES. 


PITTSBURGH, April 22.—While the aggregate business of local jobbers in the Mansfield tires, 4-ply balloon type, 
first quarter fell somewhat behind the corresponding quarter of 1929, business 37. i hee 50; tubes, $1. ot ry =: 
has improved sufficiently in April to indicate that the present month will com- tubes, $1.46: 39 x 5.00, “$8.66; tubes. 
pare favorably with April of last year. Seasonable items have been moving oy 0: oo, on" $8. “qh tubes. oie 
very satisfactorily, and unseasonably warm weather has contributed to the sales $10.32: tubes, ‘sL6 baer x 5.25, "$9.73: 
of house cleaning supplies, farm, garden and lawn tools, roller skates and other He $1.58; 30 x tombs *t $10 bes tabes: 
products. Roller skates in particular have been an exceedingly active item 39 x 5.50, $11.10: tubes, $1. so 
this spring, and manufacturers’ deliveries to jobbers are still delayed. Staple Same, 6-ply, 30 x 5.50, $14, 06; tubes, 
lines are also holding their own, and exceptional dullness is reported onl $2.08; 80, x 6.00, $14.14; tubes, ~ 

’ fs y on 31 x 6.00, $14.57; tubes, $1.99; 32 x 
expensive products, such as radios, electric refrigerators and kindred items. $s! cubes, aT $2.06; 32 x 6.00, 


In some cases, retailers have been unable to move present stocks, and this has, 


of course, contributed to the normal dullness in demand. BOLTS, NUTS AND RIVETS. 


Hardware prices are largely unchanged, although weakness in the primary _Bolts.—All styles except, stove and 
market on nails and merchant wire products is reflected in lower jobbers’ prices Gar se Ge ge A geod 
to retailers. Jobbers are now offering nails at $2.50 per keg, a decline of $1 cont off list; tire bolts, 60 and 10 per 
from the recent minima, and annealed fence wire, No. 6 to 9 gage, has declined ga le «9 styles, 50 per cent off 
10c. per 100 lb. to $2.75. The recent sharp cut in the primary market on copper ~, = $3.50 b 100 

. ° ° ° ivets.—Larger, . ase er 
will not be reflected in hardware jobbers’ prices for several weeks, However, pieces; small a ae nme vie 
manufacturers of copper products were carrying light stocks and will soon be ets, 60 per cent off list. 
able to pass along this price reduction to consumers. FARM, GARDEN AND LAWN GOODS 

Steel mill operations in this district are holding their own, but little improve- Garden Hose.—250 to 500 ft. coils, 
ment is noticed. Specifications have improved slightly, but producers have % in., 7¥ec. to 9c. per ft.; % in., 8c. 
utilized this opportunity to get productio letely i 1 to 10fic.; % in. 9c, to 12%4e.; in 50 ft. 

pp y to get production more completely in step with actua lengths coupled, %c. per ft. higher; 

demand, and are no longer making steel in anticipation of future needs. Im- neg hye $5.50 pe Pan ‘g Dia- 
proved demand is scarcely noticeable, but tonnage releases are slightly larger. a doz.: Bg wg $3. = ser Son: 
reels, $1 to $4 each; Perfect hose 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO — couplings, $2 per doz.; Sherman hose 
RETAILERS, F.O.B. PITTSBURGH. Se oe cet as ee 


Reading matter continued on page 106 
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PITTSBURGH MARKET REPORT (Continued) 


$2.40 per doz.; hose adapters, $2.25 
per doz. 
Shears. — Doo-Klip grass. shears, 


$10.80 per doz.; Doo-Klip long han- 
dled grass shears, $18 per doz. 

Pruners.—Doo-Klip pruners, $10.80 
per doz. 

Sprinklers. —Crown lawn sprinklers, 
$7 per doz.; Crescent lawn sprinklers, 
$6.50 per doz. 

Sprinkling Cans. —Galvanized 
sprinkling cans, 4-qt., $5.75; 6-at., 
$6.50; 8-qt., $7.50; 10-qt., $8.40. All 
prices per doz. 

Manure Forks.—Long handle, first 
quality, $15.24 per doz.; second 
quality, $13.68 per doz.; third qual- 
ity, $11.25 per doz. 

Spading | Forks. —No. 84, $10.80 per 
doz.; No. 72, $14.28 per doz. 

Field Hoes.—Riveted blade, $5.16 
per doz.; socket blade, first quality, 


$10 per doz.; second quality, $9.50 
per doz. 
Weeding Hoes.—One prong, $4.32 


per doz.; two prong, $4.80 per doz.; 
+e prong extra quality, $6.50 per 
oz. 

Garden Mattocks.—$9 per doz. 

Culti: ators. — Invincible, three 
prong, $6.75 per doz.; five prong, $9.60 
per doz. 

Stee! Garden Rakes.—14-tooth, $5.65 
per doz.; 16-tooth, $6.15 per doz. 

Perfection Garden Rakes.—14-tooth, 
$8.75 per doz.; 16-tooth, $9.25 per doz. 

Bamboo Lawn Rakes. — Common, 
= per doz.; extra quality, $6 per 

OZ. 

Garden Cultivators.—Standard, $5.50 
each; Perfect, $6 each. 

Hay Carriers.—Reversible type, $7 
each; Double Angle Track for same, 
$17. 25 per 100 ft. 

Hay Forks.—Double harpoon type, 
$1.75 each; single harpoon, $3.50 each. 


FERTILIZER. 
Old gardener, 
$98.16; assortment No. 
sortment No. 3, 73. 


‘ “ee” No. 1, 
2, $59.95; as- 


Koppers Velvet Lawn fertilizer, 
33% per cent off retailers’ selling fig- 
ures. 


Loma fertilizer, per case of 24 t-Ib. 
cans, $3.60; per case of 12 5-lb. cans, 
$5.04; per case of 10 10-lb. bags, $7. 


HOUSE CLEANING SUPPLIES. 
Water Softeners. — Desolvo, 12 oz. 
pke., $2 doz.; 1 Ib. pkg., $3 per doz. 
Mops.—O’Cedar, 33144 per cent off 
list; cotton, — de, No. 12, $4.50 
per doz.; No. ; No. 30, $10; No. 
36, $13.50. Sedond’ grade, No. 12, 
$2.75; No. 20, $4.50; No. 30, $6.75; No. 
36, $3. 40; No. 10 Betty Bright self- 
wringing mop, $8 per doz.; No. 20 
Betty Bright mop cloth, $4 per doz. 
Chamois Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 in., gs; 14 x 18 in., 
$7.50; 15 x 20 in., $9.20. 
Waxes.—Johnson paste wax, 1-lb. 
eans, 85c.; 2-lb. cans, $1.70; 4-lb. 
cans, $3; 8-lb. cans, $6; Old English, 





cans, 85c.; 2-lb. cans, $1.70; 
cans, $3; liquid wax, Johnson 
pints, 75c.; quarts, $1.40; Old English 
pints, 75c.; quarts, $1.40. Dealers’ 
discounts, 334% per cent. 

Sponges. — According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire rack, $6 per 
assortment. 

Wall Cleaners.— Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per doz. cans; Perfection paint 
cleaner, $3.25 per doz. 

Step Ladders.—Standard full rodded 
— 28c. per ft.; extra, 40c. per 
“ 


1-Ib. 
4-Ib. 


Floor Polishers.—Universal electric, 
$20.65 each, net; hand, $3.75 each; 
Old English, $2.60 each. 

Carpet Beaters. — Justrite, $1.10 
doz.; No. 4, $1.20. 


INSECTICIDES. 
Paris Green.—1-lb. paper, 38c. each; 
kegs, $27.50. 


Bordeaux Mixture.—1-lb. paper, 
26c. each; 100 lb. keg, $14. 
Arsenate of Lead.—1-lb. paper 24c. 
each; 100 lb. keg, $15. 
ORNAMENTAL FENCE. 
a yy Fence.—Style, LX, 36 
9g 40 per 100 ft.; 42 in., $7.20 per 
100 


“Style F, 36 in., _ 80 per 100 ft.; 42 
$9.60 per 100 f 
“oe Walk Gate.—36 in. = 3: tt. 
$2.50; 42 in. x 3 ft., $2.60; 48 in. x 3 
t., $2.70; all prices each. 


PAINTING SUPPLIES. 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 14%c. per Jb. in 
100-lb. lots; 10 per cent less in lots of 
500 Ib. or more and extra 4 per cent 
less on lots of a ton or more; turpen- 
tine, 68c. per gal. in barrel lots, raw 


linseed oil, 16c. per lb., in barrel 
lots. 
POULTRY canada 
Incubators.—No. $21 each; No. 2, 


$24.50: No. 3, 55: Aq 4, $38 "50; No. 
16E, $15.75; No. 17E, $21; all prices 
net. 


Brooders.—No. 117, $10.33 each; No. 
118, $12.95; No. 119, $15.75; No. 80, 
, $12.95; No. 101, $18.55; 
No. 102, $22.50; all prices net. 

Fountains, etc.—Fountains, 25c. to 
$1 each; feeding troughs, 20c. to 85c. 
each; mash hoppers, $1.30 to $2.10 
each. 

Glass Substitutes.—In 100-ft. 
10%c. per sq. ft. to the trade. 


rolls, 


ROLLER SKATES. 
Union Hardware Co. line, No. 2, 
70c. per pr.; No. 3, 75c. per pr.; No. 














10, $1.05 per pr.; Nos. fi _ 5, $1.40 
per pr.; No. 6, $1. 55 p 

Winslow line, No. 3314. "31.40 per 
pr.; No. 38, $1. = Le pr.; No. 38, rub- 
ber tire, $3. 50 p 

Winchester tine, No. _ $1.35 per 
pr., No. 3832, $1.30 per p 

Chapin line, No. 103, child's skates, 
75c. per pr. 

Chicago line, No. 101, $1.33; Nos. 
103 and 105, $1.43 per pr. 


ROOFING PAPER. 

Battle Axe.— Light 95c.; 
$1.15; heavy $1.35 per roll. 

Apex. — Light $1; medium $1.30; 
heavy $1.65 per roll. 

ROOT BEER BOTTLES. 

Root beer bottles with lightning 
stoppers, pint $6.50 per gross; quart 
$9 per gross. * 

ROPE. 

First quality manila rope, 22c. per 
lb. base for % in. and larger. 

Competitive quality manila rope, 


medium 


18c. per lb. for % in. and larger. 
Sisal rope, 15c. per lb. for % in. 
and larger. 


These prices are subject to the 

usual advance on smaller sizes. 
SCREEN WIRE CLOTH. 

Black wire cloth, No. 12 mesh, 
$1.55 per 100 sq. ft. Galvanized, 12 
mesh, $1.65. Bronze cloth, 14 mesh, 
$5.50 per 100 sq. ft 


WIRE PRODUCTS. 





Fence Wire 
per 100 Ib. Annealed Galvanized 
No. 6 to 9 gage...... $2.75 $3.20 
ON ED OS ous ewe oe o's ee Si, 3.25 
No. 11 2.85 3.30 
No. 12 . 2.90 3.40 
RS | Sepa 3.00 3.55 
SS ere 3.10 3.75 
CL | SRE rene ee | 3.30 4.05 
WU ER 8s cr sich ica es enaes 4.25 
Barbed wire (per 80- rod spool). 
SemOIBE CTINS 060s ieee eacceseses $2.62 
EM vicauses ces ee adee aad 3.03 
ee A eS re re 2.80 
RUE SNEIND oh. b4gasssc4 $00 ss8 2.80 
2-point cattle (special) .......... 2.02 
Field Woven Wire Fence (per 100 
rods): 
MOEN EN. ENS aa KeehaseucSeuesarene $39.80 
TREO Sncevawededissnveseuw coos 55.80 
(io) eer ee bcans ease 
SR BAe ee ee eee ke 37.00 
LL) ee errs ae ee eee 35.80 
ee, Ee ny en ee 45.20 
No. 14% gage 
Poultry and rabbit mesh: 
rrr PE Yt 3745) 
Se | ee ere er 47.00 
PO. De sicusascttavdeeeeweas 54.25 
NL, ) SRR eae pent es 63.00 


Steel Fence Posts: 
Galvanized Painted 

Tubular Angle Steel 
...60c. each 
..55c. each 38c. each 
65c.each 40c. each 
eee rere pee 45c. each 
base, per keg, $2.50. 





ft. 
B right nails, 





Reiteration of Convention Resolutions Finally Establishes Ethical Standards 


Association, our great pleasure in be- 
ing with you.” 

J. Paul Kelly, Huey & Philp Hard- 
ware Co., Dallas, Tex., who had been 
reelected president of the Texas 
Hardware Jobber’s Association 
earlier that day, spoke briefly on the 
work of that ‘organization which 
meets four times a year, twice in 
North Texas and twice in the South- 
ern section of the State. Mr. Kelly 
said in part: 


(Continued from page 52) 


“We work very closely with the 
Texas Retail Hardware Dealers’ As- 
sociation. We have built up a very 
close relationship, so I believe that 
our work in that line is really some- 
thing to be proud of, because if we 
do not do something for the retail 
hardware dealer the retail hardware 
dealer will pass out of the picture. 

“I feel our Texas organization is 
worth while and I am very glad to be 
present here. I want to invite all of 


the Southern hardware jobbers and 
the hardware manufacturers, to visit 
the Texas Jobbers when they meet 
again ; they will all be glad to see you.” 

George A. Fernley, secretary-treas- 
urer, National Hardware Association, 
and Dan Scoates, secretary, Texas 
Retail Hardware Association, brought 
the greetings of their respective as- 
sociations. 

An informal reception and dance 
followed the subsequent adjournment. 


Reading matter continued on page 108 
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NOTICE 
The Special Offer of 
Free Rapid-Flo Steel 
Disk Cabinets expires 


The photograph at the right 
was made during extensive tests 
under practical farm conditions 
under the direct supervision 


of Johnson & Johnson labora- 

tory specialists. It shows how at midnight April 30, 

quickly milk flows through the 1930. Mail your order 
NOW! 


Rapid-Flo Filter Disk 





The Fastest cient Milk Filter Disk 


RAPID-FLO—by JOHNSON & JOHNSON 
FREE CABINETS FOR Stock Rapid-Flo Filter Disks as the leader in your line of 


dairy filter products. Interest in them is widespread because 
RAPID-FLO FILTER DISKS of their new-day efficiency and the Free Steel Cabinet offer, 


Being Advertised now being advertised to the dairy industry in an intensive 
' Cust Spring campaign in leading dairy and farm publications. 
o your Vusromers The time needed to filter milk thoroughly has been prac- 


This handsome, convenient, y (CG tically cut in half with the development of this new disk. 
steel disk storage cabinet is a - : ; ‘ : 
| Rapid-Flo enables dairymen to finish work on time, 


feature of the introduction ot 

Rapid-Flo Diskstothe dairy in- yet to filter every can of milk efficiently. It is a quality 

dustry. Advertisements are tell- f PE ene 
product of quick turnover and good profit possibilities 

that you will want to stock at once. Mail coupon below 


ing dairymen they can obtain Gohanomeifohnaon 
one of these cabinets Free with : 
for free samples and full information. 


each purchase of 600 Rapid-Flo deingihinssiiodiesee 
Disks from their as: For re 
every 600 disks you order from 
us to meet the demands created 
by this introductory offer, we 
will ship you Free one of these 
cabinets. The supply is limited. 
Write today for full information. 


DAIRY FILTER PRODUCTS DIVISION 





NEW BRUNSWICK NEW JERSEY 


MAIL COUPON FOR FREE SAMPLES AND FULL INFORMATION 





A Special Spring 
Campaign in these Publications 


The new Rapid-Flo Disk and the Free Cabinet Offer are 
being advertised in these leading dairy and farm 
publications: 


- 
_ 
ed 
> 
* 

~ 


! 

1 
Dairy Fitter Propucts Division, I 
Johnson & Johnson, New Brunswick, N. J. ! 
” ‘ ‘ ; . . ' 
Without obligation, please send us Free Samples of the Rapid-Flo Filter Disk , 

and full particulars of the Free Filter Disk Cabinet Offer you are making for , 
distribution through dealers. i 
I 

I 

1 

r 

I 

i 

l 





American Agriculturist Dairymen’s League News Name _— 
Wisconsin Agriculturist Hoard’s Dairyman 
New England Dairyman Pennsylvania Farmer YS ee ee _ _ = 


California Cultivator 
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CINCINNATI: 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, April 22.—Despite the advent of almost midsummer 
weather, demand for seasonal hardware articles, in this district, is 


very sluggish. 


In fact, district hardware jobbers indicate that the 


present volume of new business is below the level of March, which 


was the worst month this year. 


Staple merchandise, too, is off 


somewhat in demand, but business in these items is not as sluggish 


as in seasonal lines. 


Of course, with demand from retailers slow, dealers also are ex- 


periencing a recession of buyers’ interest in all lines. 


The general 


feeling, however, among those of the trade is very optimistic and 
with the demand showing a sensitive reaction toward buyers’ inter- 
est, the present attitude may be justified at any time. 

A slight improvement in industrial employment was noted in 
March. Construction employment, despite the present strike on the 
Starret Construction Company’s big job here, increased 14 per cent 
over February. While manufacturers are operating, generally, on 
restricted schedules, the employment situation in this field showed 
a 2 per cent increase in March over February. 

On the other hand, district jobbers are not reducing prices in any 
attempt to attract a greater demand, but present schedules are be- 


ing strictly followed. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. CINCINNATI. 


AUTOMOBILE ACCESSORIES. 
Balloon Cord Casings 





High Medium Low 
Grade Grade Grade 
2ent.40. 2.00 $9.42 $6.15 $4.94 
30x4.50....... 10.06 6.88 5.50 
29x5.00....... 11.12 8.23 6.96 
eh PEO 11.41 8.49 7.18 
jt 13.36 10.21 8.60 
B2X6.00.... 620 15.42 11.93 10.36 
33x6.00....... 15.96 12.31 10.7 
—— Pressure Cords 
$3.89 
$5. 20 4.15 
7.37 
Ye BS 7.93 
d 2.95 11.22 
Balloon Inner Tubes 
eee 1.30 $1.12 
DEP Kctenkioernase 1.38 1.19 
OE RSS 1.49 1.30 
| EE CEE ee 1.52 1.34 
DC chekshbetiased 1.75 1.56 
0 ere 2.05 1.82 
PE ckcbuwerekanse 2.16 1.93 
- High Pressure Tubes 
Oe ee rrr res 0.78 bi 
30x3% Regular...... 1.04 $0.89 
Oversize 1.12 Lees 
TE ‘cinakeuneskesues 1.38 1.19 
ee ae 1.41 1.26 
ee ere 1.52 1.30 


All prices on tires and tubes are 
subject to 5 per cent allowance. 
. Polishing Cloths. —Lastic, $3.60 a 


oz. 
Polish.—I. C. U., % pint, list, 40c., 
$3.00 a doz.; 1 pint, list, 55c., 7 a 
doz.; 1 quart, list, 90¢., $7.80 a / Mg 
Tip Top Satin Finish, 8 oz., list, 60c., 
$4.68 a doz.; 16 oz., list, $1.00, $7.80 
a doz.; 1 quart, list, $1.50, $11.70 a 
doz. 


BOLTS AND NUTS. 

Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
we and tap nuts, 60 per cent off 
st. 


BUILDERS’ HARDWARE. 
Sash Weights.—Sash weights, 
per 100. 


$2.00 


Reading matter continued on page 110 





| 


Inside Sets.—Square bevel inside 
sets in case lots, $4.10 per doz. 
Butts.—3% in. old copper and dull 
brass butts, 15c. per pair in case 
lots; sand blast, brass finished butts, 


18c. per pair in case lots. 
CHAMOIS SKINS. 
13 x 16, 38c. each; 14 x 18, 57c. 
each; 15 x 20, 70c. each; 17 x 23, 88c. 


each; 16 x 24, $1.10 each. 


GALVANIZED SPRINKLERS. 


4 quart, $5.30 a doz.; 6 quart, $5.80 
a doz.; 8 quart, $6.65 a doz.; 10 quart, 
$7.40 a doz.; 12 quart, $9.00 a doz.; 
16 quart, $10.80 a doz. 


GARDEN TOOLS. 

Spades and Shovels.—Polished, $9.25 
a doz.; black, $8.00 a doz. 

Hoes. —First grade, socket 6% in., 
$9.84 a doz.; cotton, $7.68 a doz.; 
planter, $8.28 a doz.; Cronks, weed- 
ing, No. 1, $4.20 a doz.; Cronks, 
weeding, No. 4, $4.50 a doz. 

Rakes. — First quality, 14 tooth, 


$9.84 a doz.; Competition grade, $5.25 
a doz. 

Spading Forks.—First quality, reg- 
ular, $15.84 a doz.; Extra Heavy, 
_ 12 a doz.; Competition, $10.80 a 
Oz. 


GRASS CATCHERS. 
Galvanized bottom, medium, $7.20 
a doz.; large, $8.00 a doz. 


GRASS SHEARS AND PRUNERS. 


Doo Klip shears, $10.80 per dozen; 
Doo Klip long handled shears, $18.00 
per dozen; Doo Klip pruners, $10.80 
per dozen. 


| HOSE. 
Double braid, 500 ft. 
out couplings, % in., 


reels, with- 
$6.50 per 100 


ft.; 54 in., $7.00 per 100 ft.; % in., 
$8.00 per 100 ft. 
| HOSE REELS. 
Victor, $1.10 each; No. 10, $3.10 
each, 





Seasonal Demand Is Rather Sluggish 
¢ Prevailing Attitude Is Optimistic 


LAWN SPRINKLERS. 
Fountain, $6.50 a doz.; % Aen song 
$5.50 a doz.; Rain King, $28.00 a doz. 

Majestic, $52. 00 a doz. 


LAWN MOWERS. 

Low grade, 12-in., $4.60 each; 14- 
in., $4.75 each; 16-in., $5500 each. 

Plain Ball Bearing, medium, 14-in. 
$6.50 each; 16-in., $6.85 each; 18-in., 
$7.20 each. 

High wheel, five-blade, 14-in., $11.00 
each; 16-in., $11. 50 each; 18-in., $12.00 
each; 20- in., $12.75 each. 


LAWN ROLLERS. 
$7.90; — 4, $9.50; 
S11. 15: te 7, $13.5 


MOPS. 


Betty Bright self-wringing mop, 
No. 10, $8 per doz.; Betty Bright 
self-wringing mop head, No. 20, $4 
per doz. 


NAILS. 


Common wire nails, $2.85 per keg. 


PAINT SUPPLIES. 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
$1.08 per gal.; turpentine, in 2 bar- 
rels lots, 60c. per gal.; white and red 
lead in 500 Ib. kegs, 14%c. per Ib., 
less 10 per cent. 


RADIO BATTERIES. 
ae — 7 _ 


tame Tnit in Git 
P Pk 


No. 5, 


Stock No. kg. g. 
Super B bat., No. 2138..$3.20 $2.97 
Super B bat., No. 22308. 2.22 2.06 
B batteries, No. 10308.. 2.81 2.63 
B batteries, No. 2308.. 1.88 1.75 
B batteries, No. 5308.. 1.88 1.75 
B batteries, No. 2158.. 1.31 1.22 
B batteries, No. 2156.. 1.31 1.22 
C batteries, No. 2370.. .38 35 
A batteries, No. 6...... -40 .35% 

Note.—Nos. 21308. 5308, 2158 and 


2156 are in unit packages of 5; Nos. 
22308, 10308 and 23808 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES. 

MX199 general purpose tubes, $2 
each; MV199 several purpose tubes, 
$2 each; MxX201A general purpose 
tubes, $1.25 each; MX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $3.50 each; MxX240 
high Mu tubes, $2 each; MX112A 
power amplifiers, $2.25 each; MX171A 
power amplifiers, $2.25 each; MX280 
full wave rectifiers, $3 each; MX281 
half wave rectifiers, $7.25 each; 
MX226 amplifiers, $1.75 each; MY227 
detectors, $2.50 each. 

These prices are subject to 40 and 
10 per cent discount on Sonatron 
tubes and 40 per cent discount on 
Arcturus and Eveready Raytheon 
tubes. 


SCREWS. 

Flat head bright screws, 50, 10, and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list: 
bright wire goods, 85, 20 and 5 off 
list. 


SPONGES. 
25ce. size, $2.00 a doz.; 35c. size, 
$2.75 a doz.; 50c. size, $4.00 a doz.; 
75e. size, $6.00 a doz.; $1.00 size, 
$8.00 a doz. 
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MEETING 
THE POPULAR DEMAND 


FOR A 


GENERAL 
UTILITY 
CHISEL 












CRESCENT 
ALL-STEEL 
WOOD CHISEL 


A new general utility chisel combining 
cutting design and blade keenness with the 
rugged strength of all steel construction! 


Nothing to loosen, nothing to break - the unique 
webbed handle affords an excellent grip and provides 
maximum strength without weight or bulkiness. 


Heads are specially hardened to prevent chipping and 
“splintering”. Blades are hardened all the way thru. 
Repeated grinding will not affect the temper of these 
chisels, and razor keenness can always be obtained. 
No. 175 will find ready acceptance among carpenters, 
plumbers, electricians, millwrights, farmers, etc. 


SPECIFICATIONS 





| These chisels are finished in black lacquer with polish- 
ed blade and a bright red head. Packed three to a 


WEIGHT RETAIL 
SIZE LENGTH, £ACH PRICE 








ee ee box, individually wrapped. Fully guaranteed. Your 
Keio MB ee Bae jobber is stocked. 
175 | 1%” 9” 1s0z| .88 | 





CRESCENT TOOL COMPANY 
JAMESTOWN, N. Y. 
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BO S Fair Weather Has Stimulated Business 
o np guagaie 
| e Credit Situation Shows Improvement 
(Boston office of HARDWARE AGE) fly, No. 6080, 8% ft., $11. 67 each net; 


BOSTON, April 22.—Average warmer days during the past week, ft., $11.67; No. 6134, 8 ft., $20; No. 
— with a natural desire by retail dealers to dress up their Nore, 3 Te $20; No.’ giat,’s ‘tt. 
le i 3.33; No. 6150, t vo. 

stocks with new and fresh goods for the pre-Easter trade gave quite Sige re. $28.88; Re tiéo O4b t. 








a little spurt to the movement of merchandise out of jobbers’ stocks. a, - ass the nie hi = 
. . . . . 5 
April 19 is quite generally observed as a holiday in Massachusetts Ts a 
. ° y . . _ inchester stee ’ oO. 
and a large majority of retail dealers saw to it that they had a sup- 5130, 8 ft, $115 each net; No’ 5125, 
ply of garden tools, garden barrows, cultivators, corn planters and oA fis, 1-185 si3eNe 8 ft, 1:15: 
: : : : 1.73; No. 5035, 9 ft., $1.73; No. 5040, 
watering pots on hand for pre-holiday public buying. A lack of Fried "g1.73. Special ‘light. weight 
sufficient rain of late has speeded up the sale of rubber hose, and a No,” boon. jase te “Sao: No 
certain types of fencing is selling better than most jobbers antici- 5602, 7% ft., $4.2 
pated i Redg:~ Winchester, steel tte 6 ft, 
. ngs, Nos o oO 
, : ‘ : 1.13 each net; Nos. 5535 to 5555, 3 ft. 
On April 15 the trout fishing season opened with a bang, and since | £336" s1Ms; Nos._5560 to 5579, 4 ft. 
then retailers in numerous instances have found it necessary to re- a 
stock fishing tackle. The nearness of Memorial Day is having its ue tik ter eee te 
i net; No. 5996, 60c. Double handle, 
influence on the demand for bouquet holders, and there seems to be No. 5997, 8ie.1 No. 6998, 67¢. Reducer, 
a somewhat broader movement of screens, screen doors, builders pio. S20 ELi* See, uacmency top, 
hardware and door springs. Rubbish burners, cello glass, paints, Reels. — Winchester level winding, 
: ‘g 7 100 yd. capacity, No. 4339, — a doz. 
conductor pipe, garbage cans and quite a long list of odds and ends net; No. 4340, $28; No. 4345, $68. 
usually required about a home are showing up better in both retail Double apy eed Ag sapacity, ne 


and jobbing sales. A drop in Eveready’s No. 1116 bulb from 50c. to io 36 Gus, Se i ae 


i j j i 7 j yd. capacity, $10; No. 2342, 80 yd. 
35c. is the most important price change jobbers have to report this yo. te ah. Yat a tee 
week. As is usual during the last half of every month, collections bis 8! $12; No, 2292, 80 yd. capacity, 
are slowing up somewhat. Some retailers who were carried by job- $15.33. ‘ 

Rosie. —Winchester double action 


bers as far back as last November are beginning to catch up on their salt water, No. 2647, 200 yard capac: 
. . . * . ity, 3 . ‘4 ; 
payments, the most encouraging development in the credit situation | {37,872 9%. "Sb Node uso” vara 
4 q capacity, $52; No. 2640, 200 yard 
noted in a long time. capacity, $56; No. 2740, 250 yard ca- 
No. 2730, 250 yard capac- 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO Ry #80! No. My ES ES 













RETAILERS, F.0.B. BOSTON. Spoon Bait.—Winchester line, wil- 
, low leaf trolling, sizes 2 to 7, $20.26 
AUTOMOBILE ACCESSORIES. Clocks.—Westclox line, with plain to $26.66 a gross net; hammered oval 

Tires.—Competitive, clincher, extra dial, $1.50 each net; with luminous trolling, sizes 1 to 7, $18.40 to $24.80; 
heavy “straight side, 30 x 3% $5 60 | dial, $2.10. gold bug, sizes 1 to 5, $30.66 to $41.32; 
each, list; 31 x 4, $9.40; 32 x 4, $10.10 | pearl kidney trolling, 2P to 6P, $32 to 
Discount 12% and 1@ per cent. BARROWS. $44; black bass, sizes 1 to 5, $20.26 to 

Tires.—Mansfield line heavy duty Garden, standard, No. 4, wood $22.66; dominion, sizes 2 to 6, $21.59 
cord, clincher, 30 x 3%, $7.25 each, wheel, $5.75 each net; No. 4, steel to $27.99; reverse blade, single, $22.66; 
et; straight 'sde, 30 x EAS $9.85: 31 wheel, $5.50; No. 5, wood wheel, $6.25; double $26.66. Trout spinner with 

4, $12: 32 x 4, $12.80; 32 x 4, $13.45; No. 5, steel wheel, $6. flies, single, $17.33 to $24. Double 
fe x ai, FT 36; 33 x Fire $18: 34 x | BOQUET HOLDERS trout spinner with flies, $20 to $30.66. 

hy 23.5 . 4 wD. 

1214 om 10 a3 x 5. 8 a Boquet Holders.—Glass, No. 14, 65c. GARBAGE CANS. 

Tires.—Mansfield line, truck, 8-ply each net; iron tulip, No. 2, 35c. each; Garbage Cans.—Underground, gal- 
cord, 32 x 4%, $23.70 each, list; 33 x tin, removable, green, Mo. 33, $1 a vanized, No. 2, $9.75 each net; No. 3, 
4%, $24.55; 30 x 5, $28.40: 34 x 5, doz. or $11.50 a gross. $12.25; No. 10, in gy yet 
33.70; 35 34.50; 10-ply, 32 6, each; cement coated, 14 x M, 
37. 15: 36 x 6 6, or 80; 38 x 7, ae12 60: BUILDERS’ HARDWARE. each. Regular outdoor, galvanized, 
12-ply, 36 x 8, $94.85; 40 x 8, $101.80. } Inside Door Sets. — Competitive 11 gal., $1.05 each; 13 gal., $1.44; 42 
Discount 30 per cent. lines, $4.75 a doz. net; in lots of at., $1.68. 

Tires.—Mansfield line, balloon, 4.40- five dozen of one finish, $4.50 a doz.; Garbage Pails.—Galvanized, 3 gal., 
19, $7.80 each, list; 4.50-20, $8.85; regular lines from $5.75 to $19 a doz. $8.20 per doz. net; 5 gal., $10.90; 7 
5.00-19, $11; 5.25-18, $12.35; 5.25-20. net. Front door sets, regular lines gal., $11.60; 10 gal., $12.90. 
$13.25; $5.50-19, $1 4. 10; heavy duty, from $1.25 to $5 each net. Vestibule, Garbage Receivers.—For the sink, 
ern $11.00 4 625-21, $16.35; regular lines from $1.10 to $4.50 each $12 per doz. net. 

5.50-20, $17.85; 6.50-1 2.30; 7.30-20, net. r 

ghey OY ee maa ot = 
ires. — ansfielc ine, yalloon, i 4 e —R 5 a . er- 

double service, $4.50-21, $17.45 each, Cello Glass.—In 100 ft. rolls and cial, 5% in., 6%c. per ft., net; Leader, 

list; 5.25-21, $25.45; 6.50-18, $33.75; in 50 ft. rolls, all lengths and widths, % in, 6%c.; % in. 7%c.; Vigilant, 

6.50-20, $34.50; 6.50-21, $36.15. Dis- 10%c. a sq. ft. net. 5% in., 8%c.; Olympia, 5% in., 8%c.; 

count 30 and 10 per cent. CORN PLANTERS Good Luck, 10%c.; Bull Dog, % in.; 

Wash loths.—Koz uAT } ° 72 C. 
cloths, 2 oon ra a, Wee weer Corn Planters.—Acme, rotary, No Lawn Mowers.—Roller bearings, 16 
stand, in less than case lots, $24 a 309, $22.50 each net; segment, No. in., $18.25 each net; 18 in., $19.50; 
one ~_ “rer 33% per cent. 311. $16.50. ‘ 316.75: et ‘517.50; —— Se Tk 
n case lots, scount 40 per cent. 19; ” ‘ ” a 

cael f 5 ir Automatic style, 11-5, 16 in., $12, 18 
tet ts a as “¥ 52° oe ge CULTIVATORS. | a in., $12; 20 in., $14. Style 10-4, 14 
‘ cage es 6 95": 33 x 4 Cultivators.—No. AC43, three prong, ’ $9.75: 16 in., $10.50; 18 in., $11.25; 
eae e 33 << * 37 50: $6.90 a doz. net; No. AC45, five prong, 20 in. , $12. Style 9-4, 14 in., $9; 16 
! Balloon. 97 $9.85; No. AC838, 8-in. handle, $4.45. in., $9.50: 18 in., $10; 20 in., $16.50; 
$5: 140 ball bearing, 16 in. ; special, style 8-4, 
59° 475 * 35°60: DOOR SPRINGS. 14 in., $8.50: 16 in., $8.90; 18 in., $9.30; 
, $5.50; 30 x 4.95, Door Springs.—No. 61, $20.42 per special, style 8-3 plain bearing, 12 in., 
: 32 x 4.95, $6.25: 100 met No. 62, $24.30; No. 63, $36.45. $5.40; 14 in., $5.80; 16 in., $6.20; 18 in., 
4x 4.95, $6.75; 28 x No $3.25 per doz. net; No. 2, $2.60; $6.60. 
$6.75; 30 x 5.25, No. 's, $2.10. Perfection, cone end, Sprinklers.—) elson rotary, $12.80 a 
“one to nine pair. eg 11, 45c. per doz. net; No. 12, 50c.; doz. net. Majestic Rain King A, 
Satount 30 per cent; 10 to 49 pair in No. 13, 55¢.; No. 14, 60c.; No. 15, 65¢. og each. Dollar, revolving, $8 a 
shi 5 . Z. 
capt ged 2 Fn erg poy FISHING TACKLE. Coupting.—Nelson perfect clinching, 
discount. Rods.— Winchester split bamboo self fastener, $2 a doz. net; corru- 





Reading matter continued on page 112 
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THE WORLD'S GREATEST HAMMER 




































































































































































GET YOUR CHENEY SALES: MAKER 
AND START IT SELLING ee 
NAILERS FOR YOU— 


The Cheney Sales Maker is a self-starting business getter. It was designed 
to sell Cheney Nailers and in actual store work it does its job thoroughly 
and everlastingly day in and day out. 


It is no cheap display. It costs real money and like every other good thing 
it is worth all it costs. You need the Cheney Sales Maker in your store now 
—so send your order in today for this wonderful display-demonstrator. 
Just order a Cheney Nailer Sales Maker carton and for business sakes—do 


it now. 


PRENTISS VISE CO. 


106-110 LAFAYETTE STREET NEW YORK CITY 
CHENEY NAILERS AND HAMMERS ARE NOT SOLD TO MAIL ORDER HOUSES OR CHAIN STORES 
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gated, $1.30; perfect clincher house , 384, 2.6 x 6.6, $24.50; 2.8 x 6.8, $25.50; 
mender, $9.60 a gross, net. 2.10 x 6.8, $26.75; 3 x 7%, $27.75. No. 

Rollers. — Water, Dunham, with 288G12, 2.6 x 6.6, $22.25; 2.8 x 6.8, 
roller bearings, No. 5, $12.70 each net; $23.38; 2.10 x 8, Ae 63; 3 x 7, $25.69. 
No. 7, $14.60; No. 9, $16.50. With No. 857G, 2.6 $34.50; 2.8 x 6.8, 
plain bearings, No. 2, $8.55; No. 4 $36.19; 2.10 x és,° $38.43: 3 x 7, $39.75. 
$10.15. No. 545G, 2.6 x 6.6, $38.94; 2.8 x 6.8, 
$40.25 2.410 x 6.8, $42.06; 3 x 7, $43.44. 


| 
RUBBISH BURNERS. | Window Screens. rompetitive, No. 
| 


‘ n t 2, $4.06 a doz. net; No. 3 
Rubbish Burners.—Cyclone, No. 2, Hummer, No. 1533, $3.94 a doz. net; 


in lots of 6, or full bundles, $2 each | No. 1833, $4.38; No. 2438, $5.13; No 

net; in smaller quantities, $2.25 each. | 2437, $5.44; No. 2837, $6.38; No. 1833 G, 

Covers, $2.12 per doz., net. | $4.50; No. 2433G, ‘$5. 25; No. 2437G, 
$5.56. 


SCREENS AND SCREEN DOORS. TES 
Screen Doors.—No. 241, 2.6 x 6.6, -| SKA : i 

$17.69.a doz. net; 2.8 x 6.8, $18.50; | Roller Skates.—Winchester, boy’s, 

2.10 x 6.8, $19.57; 3 x 7, $20.38. No. | $1.40 a pair net; girl’s, $1.45. Union 


line, No. 2, 70c.; No. 3, 75c.; No. 5, 
| $1.40; No. 6, $1.45; No. 10, $1.10. Chi- 
| cago line, No. 181, boy’s, $2.65; No. 
| 181, girl’s, $2.75. Barney & Berry, 
boy’s and girl's, $1.25. Juvenile, $1.40. 
Straps. — Skate, with common 
buckles, % x 20 in., black and rus- 
| set, $1.70 per doz. pair net; % x 30 
in., $2.40. Patent leather, 5% x 20 in., 
_ and russet, $2.38; 5% x 30 in., 

3. 


| 

| 

| WATERING POTS. 
| Watering Pots. oe. 4-qt., 


$5.75 a doz. net; 6-qt., $6.2 8-qt., 
$7.20; 10-qt., $8; 12-qt., $10: " a6-at., 
$11.50. 





Firm and Little Changed 


TWI C] IES Prospects Continue Very Favorable 
, € F ° 5 
N ¢ Prices Are 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, MINN., April 22.—The wave of spring seeding has 
rapidly stretched northward, and over practically the entire terri- 
tory in the Northwest served by the Twin Cities seeding is general. 
Despite the fact that there has been but little rain this spring, the 
soil is in good condition for planting, and farmers are busily engaged 
in their spring work. In some parts of the territory rain is needed 
at this writing. 

In general, prospects for a good year in business in the Northwest 
continue to be very favorable. While, due to road and weather con- 
ditions in some parts of the territory, trade is opening up slowly, the 
general attitude seems to be one of optimism. 

Prices are firm, showing no changes for the past week. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. MINNEAPOLIS AND ST. PAUL. 





AXES. GLASS AND PUTTY. 

Single bit, base weight, unhandled Single and double strength A grade 
axes, $15.00 to $16.50; double bit, glass Minnesota prices, 83 per cent 
$20.00 to $21.50; single bit, handled, from lists; strictly pure putty, in. 50- 
——s double bit, handled, $24.25 lb. steel drums, $5.35 cwt., net. 
oz., net. i Z 

GRASS SHEARS. 
“Doo-Klip’ grass shears, $10.80 
BOLTS. doz.; ‘‘Doo-Klip’’ long handle grass 

Carriage ee bolts, 60 per shears, $18.00 doz. net. 
cent; stove bolts, 75 per cent, and | : 
lag screws, 60 per cent from stand- LAWN GOODS. 
ard lists. Nelson’s Perfect Clinching hose 

couplings, $2.25 per doz.; Perfect 
BRADS. Clinching hose menders, 90c. per doz. 

Wire brads, in 25-lb. box at 75 per LAWN HOSE. 
cont from Sate. Competition, %-in., '3-ply, 5%c.; 
: _ " Good Luck, 5g - in., 6-ply, 9c.; Bull 

BUILDING PAPER. Dog, %-in., 7-ply, 12%¢.; Manhat- 
tan Whipcord Molded, 5g-in., in 500- 


Red rosin sized building paper, ft. bales, black, 7c.; red, 7%c. ft.; 
coupled in  50-ft. $ lengths, ee 
‘ | 5g-in., $7.30; red, $7.80 per 100-ft., 
CHAIN. athe 
Log chain, coppered, % x 14, $1.56; | LAWN MOWERS. 


5/16 x 14, $2.11; % x 14, $2 89; self 
colored ¥, x 14, $1.40; 5/16 x 15, $1. 88; oe tte A,.15-in., $18. 00; 
17-in., $20.2 19-in. "$29. 50; 21-in., 


% x 14, $2.54 each; proof coil chain; 

“% in., $8. 78; % in. , $16.04; . %, in., $25. 00 ez ach, ‘net. 

$26.13; %& in., $41.82 per 1 0 ft. MILK CANS. 
EAVES TROUGH, CONDUCTOR Railroad, wide neck, S-gal., $2.50; 
PIPE AND ELBOWS. 10-gal., $2.70 each, net 


2.52, and tarred felt $2.80 cwt., net. 






ee trough, 28-ga., 3-in., slip NAILS. ; z 
joint, -in., in crates, $5. 25; 6-in., | Standard wire nails and cement 
$6.40; conductor pipe, 3-in., in crates, coated wire nails, $2.90 per 100-Ib. 
not nested, $5.10; 4-in., $7.15 per 100 keg base. 
in. ft. elbows, 3-in., $1.73; 4-in., s » aon 
$2.88 doz. net. si POULTRY NETTING. 

Hexagon, 63% per cent from lists. 
se ana | PRUNERS. 

‘irst quality files, 50 per cent, anc “Doo-Klin” ‘uners, $10.80 . 
jobbers’ brands, 60-10 per cent from | was” 00-Klip pruners, $10.80 doz., 
list. | ‘ 

REGISTERS. 
GALVANIZED WARE. Cast iron or wrought steel regis- 

Standard galvanized pails, 10-qt., | ters, 40-10 per cent from lists. 
$2.70; 12-qt., $2.85; 14-qt., $3.10; stock } 
pails, 16-qt., $4.70; 18-in. $5.50; | ROPE. 
standard tubs, No. 1, $7.15; No. 2, Best grade manila rope, 22c. Ib.; 
$8.00; No. 3, $9.35; heavy, No. 1, second grade, 18c. lb.; best grade 
$13.20; No. 2, $14.40; No. 3, $15. 60 | sisal rope, 17%c. lb.; second grade, 
doz, net. | 1644c. Ib. 


Reading matter continued on page 


|; ROLLER SKATES. 


| Union line, extension, web heel and 
} toe straps, plain steel rolls, 7ic. per 
pair. 
Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 
for girls, with self-contained ball 
bearing wheels, $1.45 pr. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2. 75; No. 101, 
$1.35; Nos. 193 and 105, $1.40. 


SANDPAPER. 


Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net, 


SASH CORD AND WEIGHTS. 


Sash cord, best grade, 58c. lb. base; 
second grade, 3lc. 1b.; third grade, 
25c. lb. base; net and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. 


Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 374% per cent; round 
head brass, 334% per cent from lists. 


SCREEN DOORS AND WINDOWS. 


Doors, common, 2-8 x 6-8, $1.05 
each; fancy, $2.60 each; screens, Con- 
tinental, extension, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $5.35 doz., 
net. 


SOLDER. 


Warranted half and half solder, 
26%c. lb., and strictly half and half 
solder, 27% c. lb., in 100-lb. boxes, net. 


| STEEL SHEETS. 


Galvanized steel sheets, 24-ga. 
(base), $4.65; black steel sheets, 24- 
ga. (base), $3.90. Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 

TIN. 

Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 
8 lb., coating, IC, $14.75 box, net. 


| TIRES AND TUBES. 


Mansfield tires, 30 x 34%, Liberty 
cord, $4.17. Mansfield heavy duty 
oversize, Liberty, 32 x 4, $7.95. 

Mansfield heavy duty, 32 x 4, 
| $10.50. Mansfield double service, 29 
| x 4.50, $10.68. Mansfield double ser- 
} vice, 32 x 5.50, $21.74. 
| Tubes, 30 x 3%, Mansfield, $1.13. 
| Tubes, 29 x 4.40, Mansfield, $1.24. 

Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40. Liberty, $1.13. Tubes, 32 
| x 6.00, Liberty, $1.99. 


| WHEELBARROWS. 


Hardwood stave trays, $34.20 doz.; 
| selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4% ft. ca- 

pacity, $7.20 each; Gopher garden, 
| $3.75 each; American garden, $6.25 





each, net. 


| WIRE CLOTH. 


| Black painted, 12 x 12 mesh, $1.65; 
| aluminum finish, 12 x 12 mesh, $1.85 
per 100 sq. ft., net. 


114 

















HARDWARE AGE for APRIL 24, 1930 . 113 


illions of Kiddies on Wheels 














Americans, big and little, literally live on wheels. 
The urge for motion is born in them. 


Don’t overlook the many little ones in your city 
who must be served with children’s vehicles, just as 
their fathers and mothers are served with automo- 


biles. 


There are many fundamental reasons why the hard- 
ware man is the preferred source for wheel goods. 


With the attractive Blue Streak Line, you can make 

this end of your business pay substantial profits. A 

proper display, a little sug- 

“# gestion, a little salesmanship 

—and a very astonishing 

number of good sized sales 

can be made with a good 
profit for you. 








Series 200, Velocipede 


Imagine the delight with which 
the youngsters will examine 
these patented “GIGANTIC” 
hubs—these 138” Auto Tread 
Tires—this motor-bike truss 
fork and handle bars. And 
the plating is Chromium. In 
the window or on the floor, 
this impressive number will at- 
tract every youngster in the 
neighborhood. 


Good Jobbers everywhere carry the Blue Streak Line 


The Toledo Metal Wheel Co., Toledo, Ohio 
“Distinctive Children’s Vehicles Since 1887” 
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Read Mixonette Machine 


A bench mixing machine, known as the 
Read “Mixonette,” is made by Read Mfg. 
Co., York, Pa. It may be used for mash- 
ing potatoes, whipping eggs, straining 
soups, purees and sauces, mixing mayon- 
naise and French dressing, cake batters, 
bread, roll doughs, inks, pharmaceutical 
and other products. The frame is of rigid 
construction, with selective type of trans- 
mission, two speeds and a single lever con- 
trolling the speeds and the starting and 
stopping motion of the beaters. Oilless 
bushings are used and the gears run in 
grease. 

The machine is motor driven with 1/6- 
h.p. motor connected by gears and Fabroil 
pinion on motor shaft, which insures noise- 





less operation. At all times the motor is 
accessible for oiling and cleaning and is 
of standard type. Beaters are either bronze 
or aluminum, and are instantly attached by 
a safety snap spring to fit true to spindle 
shaft, turning about bowl with a double 
action, known as planetary motion. <A 
safety lock collar or stop prevents jam- 
ming of bowl and breaking of beater. Each 
machine is equipped with 12-qt. bowl, 1 
wire whip, 1 batter beater, and 1 bowl 
cover. 

Additional equipment for kitchen work 
is available, and a set of 5-qt. equipment, 
consisting of bowl, batter beater, whip and 
bowl ring, can be supplied at slight extra 
cost. 

The machine is finished in old ivory 
with striping, stands 28 in. and measures 
19 in. by 14% in. at the base. It weighs 
175 Ib., packed for shipping. A driving 
socket placed at head of machine can be 
used for operating meat grinder, coffee 
mill, vegetable slicer, bread crumber, nut 
grater and other attachments available at 
additional cost. 


Line Voltage Regulator Plug 
Clarostat Mfg. Co., Inc., 285 N. 6th St., 


Brooklyn, N. Y., has a new automatic line 
voltage regulator plug for the purpose of 
providing the usual socket-power radio set 
with correct and uniform operating voltage 
at all times. It is also intended as a means 
of protecting tubes and power pack from 
excessive voltage. 


It is in the form of a compact plug and 
receptacle ready for inclusion in the power 
line to the radio set and the perforated 
metal shell contains the automatic resis- 
This appliance is not a fixed 

is an 


tance unit. 


resistor, but or 


automatic ballast 





self-compensating type of resistor, offer- 
ing high resistance to high line voltages, 
and very little resistance when the line 
voltage is normal or below normal, there- 
by maintaining the applied voltage at the 
proper and uniform level, according to the 
manufacturer. 

Special winding and free air circulation 
makes this device highly responsive to all 
voltage fluctuations. It acts as an r.f. 
choke in the line, reducing line noises, 
and serves as a safety fuse in the event 
of a short circuit in the receiver, accord- 
ing to the maker. The plug may be ap- 
plied to any standard 110-volt receiver. 





Standard Storage Heater 
The Standard Electric Stove Co., 1718 
North Twelfth Street, Toledo, Ohio, is 
producing the Standard storage type heater 
No. 2618. 


to the cold water inlet and the hot water 


of 4 in. of Rockwool insulation. 
This heater is operated in a simple man- 
ner. 


LL. 














|of the insulation, which prevents loss by 
circulation. By turning the switch on, 
the water sbegins to heat, and when the 
tank is full of hot water the current shuts 
off automatically to resume heating as the 
water is used, thus keeping the tank full 
at all times. Each heater is fitted with a 
clock plug, so that the Standard timer may 
be attached at any time, but will operate 














It is complete, ready to attach | 


line, and consists of tank and incidental | 
piping completely covered with an average | 


The hot water line has a trap inside | 


with temperature without this clock. With 
the clock, current may be turned on and 
off at any predetermined time within 24 
hours. Clock may be set at neutral posi- 
tion, and the water heater operates with 
simple temperature control. 

There is a drain pipe located at the 
bottom of the tank, and a pilot light indi- 
cates whether switch is set on or off. The 
tank has an 18-gal. capacity and the watt- 
age of the outfit is 1500 or 2000. It stands 
57 in. high, is 22 in. wide, and is finished 
in gray lacquer. 


Conlon Electric Washers 


Conlon Corp., Cicero, Ill, is offering 
two new models of electric washers, Nos. 
100 and 114, which are equipped with 
inner tubs of porcelain and copper respec- 
tively. Model 100 is equipped with an 
inner tub of mottled porcelain fused on 
Armco ingot iron, which is armored with 
an outer shell of annealed steel, affording 
double wall construction and providing air 
insulation with thermos effect. Outer shell 
is lacquered in Nyanza green after having 
been specially primed and baked, accord- 
ing to Conlon process. It is equipped with 
a non-rusting, cadmium-plated, pressed 
steel frame pressure cleanser, lacquered by 
special process and 12 by 1%-in. semi-soft 
wringer rolls. Its capacity is 6 lb. of dry 
clothes. 

Chassis mechanism is wholly inclosed in 
a cast-iron housing, mounted on a_ sub- 
stantial steel platform. Gears are die cast 


; 





| and are submerged in oil, operating noise- 





lessly. The unit is regularly equipped with 
a %-hp., 110-volt, 60-cycle motor. Special 
motors can be furnished when required at 
additional charge. Lovell pressure cleanser 
is of the swinging type and locks in six 
positions. It is equipped with convenient 
safety release and adjustable tension screw. 
Agitator is controlled directly. The ma- 
chine occupies a space 23 by 26 inches and 
it weights 168 lb. Crated for shipment, 
it weighs 207 Ib. 

Model 114 is built with heavily nickel- 
plated and highly polished copper inner tub. 
It is armored and insulated with double- 
wall construction, as in Model 100. The 
outer shell is lacquered in light blue. 
Lovell pressure cleaner is equipped with 
12 by 2-in. rubber balloon rolls. This 
model weighs 158 Ib. When packed for 
shipment, it weighs 198 Ib. 
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rom the BLUE PRINT to the FIRST SALE 


Sn EP : Seon ten: 
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2. Gift Goods Department. 3. Sporting Goods and Marine Section. 


The newly opened store of Peden 
Co., Houston, Texas, takes rank as 
one of the finest Hardware Depart- 
ment Stores in the country. It is 
significant that this enviable Merchan- Send the coupon for full information 
dise Palace is Warrenized throughout. 

Its beauty is evident. Its efficiency as J. D. WARREN MFG. CO. 
a salesroom is based on Warren’s long 208 W. Washington St., Chicago, II. 
and practical experience. 


Warren Planned 
Warren Designed Warren Built 
Warren Installed Warren Sampled 


5. Paint Department (Basement). 


4. Tool Department. 
- 





J. D. WARREN MFG. CO. 
208 W. Washington St., Chicago, Ill. us 


We want to know more about Warren Fixtures. TNMMMO cece eee e seer eres sees eres eseeseeeseseseeeseeeeesessersseeesssesee 
Please send us: 
sue Weeven Finuwe Catalog NES ita i is.c Saks A oe ahs ROD bd OAS OW RE Cee Whe cw Salo aw are de were a 


The Warren Display Table Folder 
Nail Bin Counter Folder. 
Information Sheet for Suggestive Store Arrangement. SGI a Soe eather eo 
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New Uses 
For Dazey Churns 


bri ke 
portunities» Jobbers*” Dealers 
Theyre Wonderful for 


MIXING PAINT, LACQUER 
PASTE € CHEMICALS Ax 


: Thousands of Dazey churns are now in 
use by painters, paper-hangers, chem- 
ists, manufacturers of patent medicines, 
beauty lotions and preparations of all 
kinds that require emulsifying. You 
can recommend them as the best mix- 

ers of liquids on the market. 


PUT DAZEY CHURNS ON DISPLAY 
IN YOUR PAINT DEPARTMENT 
Order from Your Jobber 


Dazey Churn & Manufacturing Co. &/*& 
Saint Louis, Mo. 




































For whom did Daddy 


buy the electric train 
on Christmas? 








Right now it looks like a 50-50 proposition. 
Dad is just about as interested as Junior. Men 
never quite lose the romantic touch that a 
well constructed toy gives—even a gray- 
haired woman looks with interest at a doll. 


But the Kids Themselves 


Are Your Best Salesmen 


Give your toy line prominence, both in the 
store and in the windows. Make TOYS a 
source of profit throughout the year. 





KEEP TOYS CONSTANTLY ON DISPLAY 














How Tarzian Brothers Sell 
200 Vacuum Cleaners 
Yearly 


(Continued from page 93) 


trical appliances on the time pay- 
ment plan. Since that time we have 
drawn from increasing business 
many times over this amount. The 
turnover of the sum is astound- 
ing. Of course, you can see why 
we wouldn’t advise any hardware 
merchant to do business with the 
finance companies after our ex- 
perience in this regard. If they 
want to start in to sell electric ap- 
pliances on partial payments, it is 
best to go down to the bank and 
borrow a couple of thousand dol- 
lars. A good motto to follw is 
to sell the necessities on time, but 
not the luxuries. 


ee 

W: have been selling electrical 
appliances on time for the past six 
years and we have made more 
money on them than we have on 
hardware. Utility companies, de- 
partment stores and other sources of 
supply are not in it when you go out 
and get the business. In your neigh- 
borhood you are known; you have 
dealt with the people in it for sev- 
eral years and have always taken 
care of them fairly and squarely and 
given them their money’s worth. 
You can get into those homes and 
sell them electrical apliances. Do 
not permit the other fellow to do it. 


6é 

Ta E people will give you prefer- 
ence over any outsider, which en- 
ables us to turn out an average of 
two hundred cleaners a year. But 
you must go out and get the busi- 
ness. If you let a finance com- 
pany handle your paper, they will 
get the cream and you will get the 
hard work and responsibility. Go 
to your bank and get the money to 
finance your own paper. Keep the 
account separate from the balance 
of your business. Watch it double 
and treble but do not mix it with 
your other lines, keep it entirely for 
the one particular purpose. Then 
go out and get the business—the 
rest is easy.” 
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Ideal Orange Juicer 


J. F. Hofmann, 935 Drexel Bldg., Phila- 
delphia, Pa., is the distributor of the Ideal 
Orange Juicer, manufactured by R. S. 
Supply Co., New Haven, Conn. 

This machine is equipped with a green 
glass bowl fastened to the side of the up- 





pte mer 














right standard with an aluminum paddle 
which is mounted on the shaft with no 
gears. It is provided with a wooden block 
to be used for clamping on the table. 

Spiral blades designed exclusively for 
this appliance are so shaped, it is said, 
that the fiber of the orange remains un- 
broken. 


Xtra-Lite Cement Trowel 


The Marshalltown Trowel Co., Marshall- 
town, Iowa, offers the trade a cement 


finishing trowel in which the Xtra-Lite fea- 
ture is incorporated. 

This new pattern has the’ same quality 
of materials and perfection of balance and 
hang that is found in the line of trowels | 
In addition 


sold under that name. it is 





fully 25 per cent lighter, due to the use of 
a fine spring steel blade with forged alu- 
minum alloy mounting. 

With this lighter trowel, new ease and 
speed is brought to the worker. The ce- 
ment finishing trowel is available in two 
sizes, 4 in. by 12 in. and 4 in. by 14 in. 





New Cartridge for Colt Pistol 


The Remington Arms Co., New York 
City, has just brought out the new .38 
Super Automatic Pistol Cartridge. Al- 
though particularly designed for the new 
Colt pistol it is also adaptable to all other 
.38 caliber Colt automatic pistols. 

Ballistics of this cartridge are said to 
represent a great improvement over the 
older and slower one. The velocity has 
been stepped up to 1200 foot seconds as 
compared with 1080 foot seconds using 
the same weight bullet, 130 grains. This 
has resulted in raising the muzzle energy 
from 340 foot pounds to 417 foot pounds. 
These grains in efficiency have been ob- 
tained through the use of the most modern 








of progressive powders, and without in- | 


creasing the pressure limits. 


It is also interesting to note that the | 


increase in efficiency has greatly improved 
the accuracy of the cartridge. During 


Nw Aeauaetn) 


38 SUPER AUTOMATIC. 
COLT 





—— 


AY « 
KLEANBORE 


factory tests groups of six to seven in. 
at one hundred yards were not at all un- 
usual, and many groups even smaller in 
size were made. 


This cartridge is the Kleanbore type | 


and is claimed to be absolutely oil proof. 





The Hodell Chainstore 


The Chain Products Co., Cleveland, 
Ohio, has designed a compact chain mer- 
chandising display, known as the Hodell 
Chainstore. It serves the purpose of a 
stock department, a visible inventory and an 
attractive advertising display all in one. 

This display rack is substantially made 
of heavy gage steel, finished in an attrac- 
tive olive green. It accommodates standard 
size reels which turn easily in their sock- 
ets. The stand is equipped with a measur- 
ing guide, a shelf for the display of pack- 
age items and is supplied with a complete 
stock of chain that will answer every 
































practical need. Dealers have a choice of 
four different standard assortments of chain 
—country, suburban, metropolitan and au- 
tomotive. There are three assortments of 
dog leads in several Duco colors with 
each chainstore. 
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Red Tag Fence Display Rack 

An attractive lawn fence display rack 
is being distributed to dealers by the Cy- 
clone Fence Co., Waukegan, III. 





The various styles of Red Tag lawn 
fence, flower bed border and trellis wire 
are displayed. Samples of each are ar- 
ranged in such a way that they can easily 
be removed from the rack for examination. 

Revolving Head Flashlight 

A flashlight with a 45-deg. revolving 
head has been placed on the market by the 
Burgess Battery Co., Chicago, Ill. The 
light can be turned at any desired angle. 
It features a belt-clip and garter ring, per- 
| mitting the user the use of both hands 
while directing the rays on the object under 
examination. 











This flashlight is equipped with an eas- 
ily operated three-position switch. The 
belt-clip is so made that the light may be 
laid on rough surfaces without the sacri- 
fice of steadiness. 

The lens is devised to give high light 
concentration at the center with sufficient 
side illumination. Two standard No. 2 
“Uni-cel” batteries and a No. 14 Mazda 
lamp are used in the flashlight, which is 
designed for use by mechanics, bus drivers, 
| campers and boy scouts. 
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a living know from 
experience that 
there isn’t a finer. 
better-balaneced 
hammer made than 
a Maydole. or one 


lron and Steel Industry 
Is Holding Its Own 


Iron and steel business is holding its 
own and in some lines has made moderate 
seasonal gains. Cleveland steel works, re- 
flecting larger releases from the auto- 
mobile industry, have raised production 
to 85 per cent, compared with 76 per 
cent of ingot capacity a week ago. The 
Youngstown district, which has _ been 
making steel at a lower rate than cen- 
ters with more diversified output, is now 
operating at 70 to 75 per cent of capacity 
and expects second quarter production to 
exceed that of the first quarter by 10 
per cent. 

Operations in other centers, however, 
are substantially unchanged, and the av- 
erage for the country at large is 78 per 
cent, compared with 76 per cent last 
week. The Steel Corporation rate re- 
mains at 77 to 78 per cent. 

The steel industry thus far this year 
has made a surprisingly good showing, 
in view of the general business recession, 
and producers will be satisfied if output 
can be maintained at the present rate. 
Crude steel is no longer being piled in an- 
ticipation of expanding consumption, and 
the schedules of both open-hearth plants 
and finishing mills are in close step with 
the current demand. 

Increases in motor car production are 
mainly by manufacturers in the lower 
price range, and spring sales of automo- 


Sebring Stainless Enamel 


The Strong Mfg. Co., Sebring, Ohio, 
offers the trade its new line of Sebring 











bile dealers have not yet got under way 
in volume. Nevertheless the automobile 
industry's requirements in materials in 
the first half of this month have been ap- 
preciably larger than in the correspond- 
ing part of March. 

Building prospects are more hopeful, 
although construction work is rather slow 
in getting under way. Fabricated steel 
awards, at 29,000 tons, are light, but 
38,000 tons has been added to the pending 
list. The sharp drop in copper, from 
18c. to 14c., is counted on to hasten the 
placing of public utility projects, includ- 
ing central stations and transmission tow- 
ers. Metal lath manufacturers are tak- 
ing. considerable sheet steel, but other 
makers of sheet steel building products 
are not active. Leading radiator and 
sanitary ware plants are running at less 
than half of capacity. 

Prices of heavier finished products have 
become more flexible. Plates and shapes, 
heretofore held rather generally at a 
minimum of 1.80c., Pittsburgh, have been 
shaded $1 and sometimes $2 a ton. De- 
livered prices on plates and shapes at 
New York are off at $1 a ton. Competi- 
tion in wire nails has been complicated 
by sales by importers at $2 a keg, Pitts- 
burgh basis. Irregularities have again 
reappeared in manufacturers’ wire, with 
orders at $2.30 reported. 

The Iron Age composite price for pig 
iron remains unchanged at $17.75 a gross 
ton for the seventh week. Finished steel 
is unchanged at 2.264c. for the third week. 


This model has a new model 6-cylinder 
engine with its 7 bearing crankshaft, 7 
bearing camshaft, and removable cylinders. 





that gives them as Stainless Enamelware, in white and ivory. | pute i: 2 See Sine ee Wen 


in vibration damper, a new and exclusive 


much value for their |! is ttiple-coated ware with a beautiful) (oo smission with five speeds forward and 


d glossy. finish, which the maker says will one reverse. The latest type mechanical 
money. 2 four-wheel brakes, new spiral bevel gear 
You'll sell more hammers if you display drive axle and heavy pressed steel channel 
and recommend Maydoles. Your jobber tapered frames are features of this model. 
can supply you with standard assort- 

ments or the styles and weights 

you need. 

Write for a free supply of Pocket 

Handbooks 23 “C”’. 





Force-feed lubrication is employed. Oil 
is supplied under pressure by a gear type 
pump, driven from the camshaft to all n.ain, 
connecting rod, camshaft, and rocker arm 
bearings. All lubricant passes through 
the oil filter, which is of the latest type. 





= 5 
not, stain, as found’ in tests with lemon 
juice, cranberries, vinegar, grape juice or : } CYP 
caddie acid, etc. The drilled camshaft acts as the oil dis- 
’ tribution manifold, in place of pipes. Cast, 


One of the features of this line of ware 


is the porcelain stainless enamel electric spoke-type wheels, with integral hubs, 


percolator shown here. It has an ebony equipped pneumatic tires are used on this 
| handle.and is known as No. 222 model. model. Chassis equipment includes stream- 

. line cowl, dash with instrument panel, front 
—_— fenders, and short running boards, chro- 
mium plated radiator shell, underslung tire 











ee pons, mo International Speed Truck carrier spare rim and bumper. 
ay Bao? e International Harvester Co. of America,} Model A-5 is built in four wheelbases, 
H Inc., Chicago, Ill, has a new 3 ton Speed| three of which are for general hauling— 
qmmers Truck model A-5. This model incorporates | 170 190 and.210 in. wheelbases. The body 
The David Maydole Hammer Co.Norwich. NY many refinements and features that contrib-| lengths, from the back of the cab are as 
ute to improved performance and operating | follows: 13 ft., 15 ft. and 17 ft. 6 in. re- 











economy, says the manufacturer. spectively. 





$841 
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Sterling Red-Head Bale Ties 


Northwestern Barb Wire Co., 
Sterling, Ill., is offering spiral 
wrapped single loop bale ties 
to the trade. Sterling Red- 
Head Gold Bale Ties are made 
of special analysis wire thor- 
oughly annealed by slowly pass- 
ing through continuous anneal- 
ing furnaces directly to the bale 
tie machines. This insures per- 
fectly straight ties. 

The spiral wrap has many 
advantages. It stiffens the bun- 
dle, making it easy to handle. 
There are no sharp band wires 
to catch onto the hands or 
clothing in handling, or to the 
ties in bundles piled next to it. 
Burlap is fastened over both 
ends and is kept in place by the 
special tension wire used to 
bundle the ties. The spiral 
wrap feature makes it unnec- 
essary to cut wire to remove the 
head of the bundle in order to 
take some of the ties out. The 
special tension wire will spring 
back into place of its own ac- 
cord. 

These ties are put up in 
packages of ten small bundles of 
25 ties each and in single bun- 
dles of 250 ties. 








Quick-Dry Fur Stretcher 


Triumph Trap Co., Inc., Oneida, N. Y., 
offers a new type fur stretcher, known as 
the Quick-Dry stretcher. It- consists of a 
smooth, round spring wire, with a rust- 
resisting surface, correctly shaped for the 
animal for which it is designed. Being 
hinged at the bottom, an even tension is 
secured throughout its entire length. 





It is very easy to draw a pelt on over 
this smooth wire and, because the side 
wires can be compressed, it is extremely 
easy to take off the dried pelt. The three- 
pronged clips are connected with the side 
wires with a channel formation and stay 
in any position to which they may be 
stressed. Three prongs, with flat metal 
between, eliminate tearing the green hide. 


These stretchers are now available for 
all fur-bearing animals, including muskrat, 
skunk, mink, possum, raccoon, wildcat, fox, 
coyote and wolf. 


Staybrite Tissue 


Dexstar Staybrite wrapping tissue is of- 
fered to the trade by C. H. Dexter & Sons, 
Inc., Windsor Locks, Conn. This tissue 
is high-grade white wrapping tissue, spe- 
cially produced for use in wrapping silver- 
ware and other highly polished ware. It 
is impregnated with a substance which the 
manufacturer says will combat the fumes 
which cause oxidization or blackening of 
silver. 








| This tissue is also said to be a protec- 
| tion against gas, sulphur and adverse at- 
mospheric conditions, which tarnish silver. 
It is of sufficient strength to resist the 
strain of tight wrapping and has a sur- 
face soft enough to prevent scratching. 


“Cool-Serve” Water Bottle 


“Cool-Serve” is 
the name of the 
new water bottle 
| produced by _ the | 
me Owens - Illinois | 
® Glass Co., Toledo, 
| Ohio. It is de- 
signed for the pur- | 
pose of chilling 
water in the refrig- 
erator. 

The “Cool-Serve” | 
bottle is made in a 
manner tending to 
eliminate the pos- 
sibility of spilling 
or tipping. It is 
colored green and 
has a shape that 
gives it an attrac- 
tive appearance. It 
is provided with a 
coaster and has a 
useful and attrac- 
tive nickeled cap 
which snaps on or off with ease. 

It makes such a good appearance that 
it is suitable for use on the table. The 
bottle is put up in a combination package 
which enables the merchant to properly 
exhibit the product on his counter without 








} 
| 





+ 








removing it from the container. 


Just imagine the differ- 
ence in number of tack 
sales and profit per sale 
when your tacks stand 
on a counter or table in 
this attractive, colorful 
display box. And Baka- 
tax are rust resisting, san- 
itary, attractively blued, 
Your request, with job- 
ber’s name, will bring 


samples of Bakatax. 
Geo. Baker & Sons, Inc., 
Brockton, Mass. 


send for 
FREE 
SAMPLE 














+ 


Speed Up 
| the 
Wheels of 


Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
Don’t wait for the 
jobber’s salesman. 


You may forget. 
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Order Your 
BRUSHES 


From Headquarters 

























Fibre Brushes from an estab- 
lished house which Special- 
izes in Brushes for the gen- 
eral hardware trade and can 
supply ALL your wants 
promptly, 


No need of scattering your 
shot when concentrated buy- 
ing results in saving both 
time and money. 


Milwaukee Brushes include 
all grades for all trades—each 
particular type being the best 
value obtainable at the price, 


purpose intended. 


described in 
waukee Catalog. The demand 


fies the variety. 


The MILWAUKEE BRUSH 
MANUFACTURING CO. 


Milwaukee 
Makers of 


BRUSHES and BROOMS 


WIRE—BRISTLE—FIBRE 


Wisconsin 





GET THIS CATALOG 


It contains 96 pages of 
practical Brush and 
Broom information so 
indexed that a merchant 
can instantly turn to the 
very type of Brushes de- 
sired and order or re- 
order from the numbers 
given without the slight- 
est trouble. 


Ask for Catalog No. 29. 


Buy your Wire, Bristle and | 


reflects the quality and justi- | 





and fitted EXACTLY for the | 


More than 230 different types | 
of Brushes and Brooms are | 


the New Mil- | 


Selling Buyers or Selling Goods 
(Continued from page 77) 


course, discussed sales. This gentleman remarked that 
it took him a long time to learn one important thing 
about selling. He said that many sales managers had 
never learned it, and as a result they were constantly 
having turnover in their accounts. Naturally I pricked 
up my ears, as this sales manager happend to be one of 
the best. “Well, what is it?” I inquired. “You see,” 
said he, “L found out that the main thing after all is 
not to sell goods.” “Fine,” I said, “I have sometimes 
thought myself that it was a waste of time for good 
salesmen to sell goods.” “That is exactly right,” said 
“The great art is not selling goods but selling buy- 
ers. Now, if you sell the goods and don’t sell the 
buyer, it is a sure thing you will not hold the account. 
It doesn’t make any difference how high the quality of 
your goods, what service your house renders or what 
the consumer demand is for your product. Unless you 
sell the buyer, your name is mud. However, if you go 
out and sell the buyer, then it doesn’t make any dif- 
ference if your goods are a little off quality, if your 
service is poor and if there is very little demand for 
your product. If the buyer is sold, he will buy your 
goods. So,” said this sales manager, “when I see sales 
made up by our salesmen, I always try to figure out 
whether they have sold the buyer as well as the goods. 
Just the other day,” he added, “we lost a very good 
account. We opened this account about a year ago. We 
sold the goods all right, got them in the catalog; they 
were put in stock, but we never did sell the buyer. Our 
competitor was his friend. Our salesman, who was 
supposed to handle this account, called once or twice, but 
each time received the cold shoulder. This salesman, 
being of a tender, retiring disposition, and not enjoying 
the cold, just quit calling. So, of course, one fine day 
he woke up and found the account was closed. Orders 
had ceased to arrive. 


he. 


I KNOW of a concern in the United States that has a 
practical monopoly of a certain chemical. Only two 
concerns in this country make this chemical. The com- 
petition between these two concerns is not exciting. The 
quality of the chemical is standardized. It is simply a 
formula. Nothing can be said about quality because the 
Government compels a certain standard. It is not neces- 
sary to show samples. The price is not especially excit- 
ing to the buyer because it is always about the same. 


| Now, you would imagine with a product like this that 


| 
| 
| 


| salesmanship was entirely unnecessary. 


What could a 
salesman do? Everybody in the trade knows the price. 
Everybody knows the goods. Everybody knows the fac- 
tory. it is unnecessary to show samples. The strange thing 
is that with a commodity like this it has been found neces- 
sary by this manufacturer to have several salesmen call-_ 
ing regularly on the trade. Why do they call? Of 
course, the only reason is to keep in touch with the 
buyers. These salesmen are not selling goods, they are 
selling buyers. 

Having met several of the salesmen of this manufac- 
turer, I one day remarked that he had the nicest lot of 
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salesmen I ever knew. “Certainly,” he replied, “these 
salesmen have been picked on account of their social 
charm. All they have to do is to go out and charm the 
buyers. My salesmen,” said he “can play golf any- 
where in 80. They are expert bridge players; they 
know contract as well as auction, and not only do they 
know how to wear clothes but have you noticed that 
their clothes are all college-cut? Their collars and ties 
are the latest college style, and even if one of these 
salesmen took a trip to the North Pole he wouldn’t wear 
anything but lowcut shoes. Aren’t you aware that no- 
body who moves in the upper circles at New Haven or 
Cambridge ever wears high laced shoes? It just isn’t 
done! Then, you see, when these attractive young fel- 
lows I send out come to town, they are so pleasant, they 
have such nice manners, they are so good looking, have 
such good teeth, that, of course, they are invited to the 
homes of the buyers, and even have been known to meet 
their daughters. Now,” said this manufacturer, “I 
never employ married men to call on the trade, nor do I 
ever employ old men. I have found from experience 
that there is nothing more attractive than attractive 
youth, and so I pick these young fellows very carefully. 
[ also train them carefully. Not one of my young men, 
for instance, would ever think of telling a smutty story. 
I always explain carefully to them that the trouble with 


the telling of smutty stories is that if your story is a | 


good one and sticks in the mind of the hearer, he always 
associates you with your story. For instance,” he said, 
“one day in Canton, China, a man came up to me, grasped 
me by the hand, patted me on the back and burst out 
laughing. Naturally I was very much surprised, as | 
didn’t remember him at all.” “Don’t you remember 
me?” said the laughing one; “I will never forget you. 
Don’t you remember that night ten years ago at Sherry’s 
when you told that funny story? I have never forgotten 
you, nor have I forgotten the story,” and then he re- 
peated the story.” 

My friend the manufacturer was filled with regret that 
all of these ten years his personality had been remem- 
hered simply on account of an off-color story he had told. 
“So,” he concluded, “I train my young children to be 
refined, because refinement somehow seems to last well.” 


Sometimes It Is Communities That Fail 


Certain lines of business are mobile,*others are not, 
observes B. C. Forbes in Forbes Magazine. A factory, 
if need arises, can be moved from one location to an- 
other. It is different with a bank or store or other 
purely local enterprise dependent entirely upon its own 
community. During a discussion on the large number 
of small banks that had failed in the United States dur- 
ing recent years, one champion of independent as against 
chain or group banking remarked that in many cases 
it was the community rather than the bank that ceased 
to flourish. That was a pointed observation. The parcel 
post, the automobile, the motor bus, the mail order busi- 
ness, mass production, etc., have brought about an eco- 
nomic revolution, an evolution not always beneficial to 
small communities and local businesses. The decline in 


our rural population has naturally meant a decline in 
the number of rural business establishments, including 
It was the community that failed. 


banks. 














SUNKIST JR. 


has paid dealers 


PROFITS ON 
$750,000 SALES 


in the space of a few months 


| = ipo is an amazing, new profit item for you.. Mil- 
lions of dollars are being spent in beautiful Sunkist 
magazine advertising. The public is being told about 
this wonderfully convenient home juice extractor. Over 
50,000 have been bought in the short time since adver- 
tising announced it. 

Display Sunkist Jr. in your window and on your coun- 
ters, with our beautiful lithographed display cards. 
AND MAKE SALES 

Mail coupon and get started now, taking your share 
of these profits. 


Vy 
The Sunkist Junior Home Fruit Juice Extractor 
(electric) has only two parts to clean—by merely 
nolding under a faucet. Sold under an absolute 
guarantee. Only $14.95, because this division of 
our business is operated at cost. 


Sunkist Jr. 


Fruit Juice Extractor 


i 
' ‘ y Without obligation, please send 
: California me full information about your cost 4 
: Fruit Growers price offer on the (electric) Sunkist : 
Exchange Junior Extractor. 
: Namie ....:..... ; 
1 Div. Z-Jr.-04 1 
; 900 N. Franklin St. Address ! 
4 4 : 
a o City State ' 
ce ee ee eee ee ean ewer enreeeseeseeeeseeeseeece ' 




















ates STEEL EDGES 


win the race for production 


f Steel edges that are 
| sharp and stay 
sharp have a lot to 
do with winningthe 
racefor production. 





Morse cutting tools 
—drills, cutters, 
reamers, or taps 
and dies—have a 
name for sharp cut- 
tin? edges that stay 
sharp a long time. 
In the shops where 
they are used, 
tools that bear the 
MORSE trade 
mark are regularly 
counted on for more 
work per grind. 

















The Morse Line 
includes: 


DRILLS 
REAMERS 
CUTTERS 

TAPS AND DIES 
SCREW PLATES 
ARBORS 
CHUCKS 
COUNTERBORES 
MANDRELS 
TAPER PINS 
SOCKETS 
SLEEVES 














MORSE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 








Wholesale Paint Costs Examined 
(Continued from page 87) 


in the wholesale painter’s inventory and the relative 
profit derived therefrom. The net profit derived in sales 
of lead proved by far the best of any item on the list. 
This was so because it first aptly fits into the classification 
of ideal distribution costs already mentioned. Highly 
specialized products, on the other hand, such as enamels, 
stains and lacquers, which were sold in relatively small 
packages, disclosed a loss to the seller. 

It was pointed out that in several instances the retail 
customers of distributors have been educated by the 
model independent retail units set up by these whole- 
salers. That many paint stores lack the light and color 
which would prove so helpful to merchandising of paint 
was proved. Often modern store arrangement principles 
have been ignored to the detriment of the owner. A 
modern retail outlet was on display at the convention for 
the study of those present. 


Radio in Census is Not for Taxation 
Purposes 


The radio question in the 1930 census is not being 
asked for the purpose of taxing radio receivers, ac- 
cording to a statement made today by Major Herbert H. 
Frost, chairman of the Merchandising Committee of the 
Radio Manufacturers’ Association. 

A rumor that the radio question in the census is to 
secure information on which to base a government tax 
on radio sets was emphatically denied by Major Frost. 

“The radio question was inserted in the 1930 census 
at the direct request of the Radio Manufacturers’ As- 
sociation,” Major Frost said, “and the association is 
unalterably opposed to any tax on radio. Our sole pur- 
pose is to secure information concerning the markets 
for radio products. 

“The question on radio was inserted by census officials 
after repeated efforts by officers of the Radio Manufac- 
turers’ Association, including Bond Geddes, executive 
vice-president; William Alley, merchandising manager, 
and the Hon. Frank D. Scott, our Washington repre- 
sentative. Their efforts had the full approval and co- 
operation of important radio broadcasting as well as 
manufacturing interests, and certainly we would not 
combine our efforts to obtain something to which we 
are all definitely and vigorously opposed. 

“The information we hope to obtain from the census 
will give us the first authentic count of the radio audi- 
ence and will tell us the exact condition of the radio 
sales and advertising markets in every locality in the 
United States. It is this valuable information which will 
result from the radio question in the census—not a tax 
on sets. 

“Moreover, it is definitely and officially announced in 
Washington that information obtained in the census 
cannot be used for taxation purposes. This alone 
would preclude all danger of using the radio informa- 
tion brought to light by the census for any purpose 
other than knowledge of the radio markets.” 
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Sand Toys for Girls 
and Boys 













































Toys that will bring you 
profits all year ’round are the 
kind you want on counters. 

Arcade Cast Iron Toys that 
look so real and are such 
wonderful playthings for the 
sand pile are as popular in 
summer time as they are at 
Christmas, They are the kind 
that really last, that please 
the children and the parents 
alike, and that will be a never 
ending source of profit to the 
dealer. 

More and more dealers are 

realizing that children are 
just as anxious for playthings 
in the Spring and Summer as 
at Christmas time. They are 
learning that for years they 
have missed the opportunity 
of conducting a paying coun- 
ter by displaying toys in the 
Spring and Summer as well 
Mas the Fall. 
Do not postpone your order 
for immediate shipment; now 
is the time to take advantage 
of this potential market. 

















ARCADE «:: TOYS 


“‘They Look Real’’ 


Areade Manufacturing Co. 
Freeport, Illinois 








BRANCH OFFICES: REPRESENTATIVES: 


New York, — J. T. Rowntree, 
5th Ave. Bldg. Santa Fe Bldg., San Francisco Portland 
Chicago, Dallas Los Angeles Seattle 
553 W. Randolph St. Salt Lake City Denver 

















every Type and Size 





Reed and 
Prinee 
Produets 
inelude: 


Wood Screws 
Machine Screws 
Cap Screws 

Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Machine Screw Nuts 
Stove Bolt Nuts 
Chair Rods 
Stove Rods 
Seat Rods 
Specialties 


Available in any fin- 
ish — nickel, blued, 
copper, bronze, brass, 
galvanized, plain, 
polished, cadmium, 
chromium. ~ 





Reed & Prince Screw 
Products can be depend- 
ed upon for unvarying 
uniformity in strength, 
finish and dimensions. 
Every Screw, Nut and 
Bolt meets the highest 
standards of quality and 
accuracy. 

For GOOD WORK use 
dependable Reed & 
Prince Products. Your 
largest requirements can 
be handled promptly. 
May we submit samples 
and prices. 


REED & PRINCE MFG.CO. 


WORCESTER, MASS.,U.S.A. 


WESTERN BRANCH at CHICAGO - 3635 IRON STREET 
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The new Griffin PER- 
FECTION Screen Door 
Hardware Set No. 1740 
offers improved de- 
sign, superior quality 
and efficiency at an 
appealing price. Ask 
for our new folde: 
which illustrates and 
describes this latest 
GRIFFIN product. + ~ 


ERIE, PENNSYLVANIA 












Branch Offiices— 


MEW YORK: 45 Warren St. BOSTON: 76 Batterymareh. 
GHICAGO: 555 W. Randolph St. SAN FRANCISCO: 708 Market St. 








Wholesale Paint Survey Report Is In Preparation 


The intensive survey of a representative wholesale paint 
house which the Domestic Commerce Division has been 
conducting was reported upon Feb. 25 before the New 
York convention of the National Association of Paint 
Distributors. The Domestic Commerce Division has a 
limited supply of this preliminary report, which is available 
without charge to paint distributors and dealers. 

As in previous studies conducted by the Division, a sim- 
ple system was worked out for assigning costs to the 
various departments of a paint wholesaler’s business and to 
different commodities, an inventory control system for 
the use of paint wholesalers developed, and a suggested 
floor plan and layout for the modernized paint store pre- 
sented. 

It was possible to allocate directly to specific commodity 
groups certain expenses such as storage space and sales- 
men’s time. Where direct allocation was not possible, as 
in the case of delivery, credit, office work, and overhead 
expenses, allocation was made on the basis of the per- 
centage relation of each commodity to the whole business 
with regard to important commodity characteristics. The 
principal ratios relied upon were ratio of department sales 
to total sales, of department gross margin to total gross 
margin, of the number of sales in the department to total 
number of sales, and of department inventory to total 
inventory. 

As in all the Division’s distribution cost studies, com- 
modity groups with low distribution costs were found to 
exhibit some or all of the following characteristics: Rapid 
turnover, large sales unit, small handling charge, slight 
sales resistance, and small range of variation in sizes, 
types, and brands. In contrast to brushes and the ready- 
mixed finishes, white lead was found to exhibit all of these 
characteristics, resulting in an exceptionally low percentage 
of operating costs by the methods of calculation employed. 

The following table indicates the results in net earnings 
for commodity groups, when gross margins and operating 
costs have been assigned to them: 


Cost AND PrRoFit ror CoMMopity Divisions 








Per cent Per cent Per cent 

Gross Margin Operating Cost Net Profit 
IEE oak soba esceheses eee 27.77 0.03 
Lead (including liquid lead). 9.60 8.75 0.85 
Lead (without liquid lead). 8.77 8.46 0.31 
SE Sea 19.05 17.08 1.97 
MPEG ach eR Shad o's ays 24.87 22.93 1.94 
Enamels, Stains and Lac- 

To ae I eae a eee 27.16 30.90 —3.74 
SEISOS one acetates ss scene 2123 0.62 
Total Paint Department... 20.45 19.71 0.73 
SM: cite Disc me oa sc ee 22.18 —0.34 

Total Business ........ 20.93 20.57 0.36 


Notes on Paint and Painting 


People who want to paint a house or barn cheaply 
without regard for attractiveness, may perhaps use a red- 
dish-brown paint made by grinding a natural iron ore, 
an oxide of iron; the color is familiar, as seen on freight 
cars. These are often of inferior quality and lack dura- 
bility as well as beauty ; but the purest and best of these 
iron-oxide paints are very durable. Other things being 
equal, an opaque, dark paint lasts longer than one of 
light and more transparent color; because in the latter 
the oil is protected from the destructive action of the 
suns’ chemical rays. 
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WOOD SCREWS 


NIL, 


Clean Slots 
Uniform Heads 
Accurately Cut Threads 


Are the satisfying qualities siiaay 
that make 

Eagle Wood Screws ’ 
so popular. Large stocks 
on hand assure prompt 
shipments. * 


ns 
ee 
es 
Ceres a) 
| 


Brass and Iron 


Faiisaasee Flat, Round and Oval 


Head 


The Eagle Quality Line 


Night Latches Front Door Sets Cabinet Locks 
Padlocks Store Door Sets Trunk Locks 


Wood Screws Stove Bolts 
a dG ice 


w York 














CnNeCTaAL 
26 Warren Street: 


Bronch Offices: 
521Commerce St. 177-179 N.FronklinSt. 114 Bedford St 
Philodelpnia, Pa. Chicogo, Ill. Boston, Maso 

Works ot Terryville, Conn. 


EAGLE 














FAIR PRICE 


IETZ Lanterns are sold in 
ONE Way only—through 
the Jobbing Trade. 





Quality production of Dietz 
Lanterns on an enormous 
scale assures uniformly high 


srade manufacture and fair 
price — also guarantees an 
equally fair profit to retail 
dealers. 


The lantern illustrated, No. 2 
Large Founi D-Lite, is a popular 
number of large, cold blast type 
and highest lighting power. It has 
an extra large oil fount that holds 
fuel for 48 hours continuous 


» burning. 


ia y 4 


LANTERNS 
“ 


oe, 


World 


R-E.DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the World... Founded 184 
Output Distributed Through the Jobbing Trade go Sol hea 


Printed in U. S.A. 
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PROFIT 
MAKERS 










Make 
Money With 
These Nationally 
Advertised Products 


N your community there are hundreds and hun- 
dreds of unsafe, wabbly, squeaky chairs and 
beds. In homes, schools, hotels, and clubs you 





will find an enormous market for these products. 


The DeBoer 
Bedstay Brace 


The Mizpah Hotel and First 
Baptist Church of Syracuse, 
N. Y., have just installed 1,500 
DeBoer Chairstay Braces. Skid- 
more College, Saratoga Springs, 
N. Y., and numerous other 
institutions, hotels, etc., are 
using DeBoer Chairstay and 
Bedstay Braces. 


Regardless of how loose, 
rickety and unsafe a chair or 
bed has become, it can be made 
rigid and quiet in a few min- 
utes time with DeBoer Chair- 
stay and Bedstay Braces. The 
braces are out of sight when 
in use. 





$27 Doz. less 
3314% Dealer Discount 


The DeBoer 
Chairstay Brace 


DeBoer Chairstay and Bed- 


stay Braces are being adver- 
tised in Good Housekeeping, 


Christian Herald and other na- 
tional magazines at $1.00 each 
for Chairstays and $3.00 each 
for Bedstays. Put these prod- 
ucts on display and get your 
share of the business in your 
community. 


Use the coupon below or 
write for information, 





DEBOER Mfg. Co. 


1502 So. State St., Syracuse, N. Y. 


_ $12 Doz. less 
334%% Dealer Discount 








DeBoer Mfg. Co., | 
1502 So. State St., Syracuse, N. Y. 


Gentlemen: Send me .... doz. DeBoer Chairstay Braces, 
at $12 doz., and .... doz. DeBoer Bedstay Braces at $27} 
doz. less 33 1/3% F. O. B. Syracuse, East of the Wabash. 
West of the Wabash, F. O. B. Chicago. 


(5% discount for check with order, 2% 10 days, net 30 days.) 


Name 














“Buying Power Importance is 
Overemphasized”’ 


In a recent message to members of a Nebraska 
retail association, the president of the organization 
declared that too much emphasis was being placed on 
buying power. Concerning this he said: 

“Only one thing can save the average independent 
merchant from the neglect and scorn of the public, and 
that is making it easy and interesting for the public 
to patronize- him. The average merchant says to large 
jobbers, ‘if I only had the buying power of the chains, 
they couldn’t frighten or hurt me.’ 

‘Buying power does not make a store clean. Buying 
power of itself does not make a store interesting to a 
shopper. Buying power does not make elegtric lights 
brighter or clerks more industrious and energetic. 

“Lack of buying power has been the greatest alibi 
the average independent merchant has ever had for his 
inadequate treatment of the public as a storekeeper. An 
independent merchant could have the buying power of 
the United States Treasury—but if a chain store next 
door to him or in the next town to his kept a cleaner, 
brighter store than his, then his buying power would 
avail him nothing. 

“The average merchant could have unlimited capital 
to his credit and bulging warehouses of merchandise 
purchased at the market’s lowest level, but they would 
not insure a steady stream of customers up and down his 
aisles. 

“The average independent merchant has been for 
several years directing an insistent appeal to manufac- 
turers and wholesalers, crying aloud for ‘prices,’ “con- 
cessions,’ ‘discounts !’ 

“He will never become a competing factor to the 
chains until he turns completely about-face and broad- 
casts his plea to the public, saying, ‘Here are my win- 
dows and my counters, offering clean, interesting, much- 
wanted items. My store is well lighted, well dusted, 
well polished; my clerks are courteous, industrious ; my 
prices are all in plain figures; I always have some bar- 
gains to offer you; I show seasonable merchandise at the 
times you want it; I have made it easy, through my dis- 
plays, for you to see, examine and buy!’ 

“The independent merchant who will appeal to the 
public through the fundamentals of good advertising 
can expect to make real profits whether he ever gains 
hig buying power or not. 

“A merchant who cannot make his store interesting 
and inviting without buying power could not be expected 
to do so with buying power. It would do him as much 
good as owning an airplane when he couldn’t intelli- 
gently operate a bicycle. 

“The buying power alibi is ‘bunk.’ Keep a good store. 
Offer bargains regularly every week and every month. 
Give people the same reasons for entering your store 
that the chains give them—bargains via the buying 
power route is only one of a hundred customer-drawing 
things in a chain store. 

“Get into the swim. Line up with the thousands of 
independent merchants who say, ‘we will learn how to 
do it from the successful merchandisers.’ ” 
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Just showing 


Allith 


means clinching the sale 


ALLITH “ELEVEN-EIGHTY” 


Garage Door 
Hardware 


When the demand is for folding-sliding 
garage door hardware — show Allith 
“11-80.” It’s a sale clincher and a profit 
maker. Here is the hanger for installa- 
tions of 2-3-4-5 or 6-door openings—a 
quiet, swivel type, moving free and easy on 
round track—will not jam, balk or jump the 
track. 


Get Allith Catalog No. 97 and see “11-80” 


illustrated in a wide range of uses. 


Allith-Prouty Company 
DANVILLE ILLINOIS 


Manufacturers of 


Garage Door Hardware 
Rolling Ladders 
Spring Hinges 

Airport Door Hardware Malleable tron Washers 
Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 


Fire Door Hardware 
Overhead Carriers 
Door Hangers 
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XXX Special 
Kisko Varnish 
Extra Extra 

Kalsomine . 
XX Special Trim 
Crackajack Wa 
Aristo Wall 










“Brush” up 
on these points 


“Bristling” with 
Increased Mileage! 


Increased brush mileage for your customers 
means increased profit mileage for you! That 
is too evident to need much explanation. Good 
brushes build a class of trade that will ever- 
lastingly come back to you whenever they need 
not only brushes but other painters’ supplies. 
You are building a reputation that counts 
not only in volume of trade but in margin of 


profit. 


No need to tell any painter that good 
brushes are cheapest in the long run—-he knows 
that even better than you do. The carefully 
selected “split-flag” hog bristles in Rubristo 
Brushes, plus. the way in which these bristles 
are set in vulcanized rubber, guarantee much 
longer mileage than the average paint brush. 
The next step— 


Write for our detailed catalog 


Hanlon & Goodman Co. 


WANLOW 342 Madison Ave. 
CoopMan 9: 


New York City 
Registered | 
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: 2 % - 


7 


be : 
ren nya east aS Segoe 
A z ~ aK 
: 








HARDWARE AGE for APRIL 24, 1930 

















Fibre Spittoons 





Fibre 


Funnels 


Why the 
ALMO 


Line 
Is most 
PROFITABLE 


for Jobbers 


(Acid Proof-Water Proof) 


Each tiny pore is sealed 
by infusion with a spe 
cial solution making In- 
durated ALMO Ware 
absolutely liquid tight 
and easy to clean. 


Because Jobbers can sell Genuine ALMO 
Indurated Fibre Ware to many trades includ- 
ing: Hardware Dealers, Carpet Works, Can- 
neries, Silk Mills, Railroads, Oil Companies, 
Garages, etc. This Imported FRENCH 
Fibre Ware is as impervious to light acids 
as a duck’s back is to water. It never leaks, 
rusts or splits. 


Many items are adaptable for handling light 
acids, chemicals and dyes, while others best 
serve the home and 
general use. 


Jobbers, write for 
new Catalog and 
Prices on our com- 
plete line of 20 dif- 
ferent items. 


Fibre 
Keelers 
Round or Oval 





Fibre Pails 


The Pails are 
made in 6 sizes 
from 614 to 21 Qts. 







Almo Trading & Importing 
Co., Inc. 
61 East 11th St. 





New York 

















Retail Credit Losses Revealed as Small 


Something more than 41 per cent of the retail business 
of the country is done on credit, it is indicated by a re- 
port on the national retail credit survey just completed 
by the Department of Commerce. 

According to the final figures, representing an analysis 
of sales of approximately $5,000,000,000 through some 
24,000 retail outlets, 58.6 per cent of the sales were for 
cash, 32.2 per cent on open credit and 9.2 per cent on in- 
stallment. Of the total business, only three-tenths of 1 
per cent was lost through bad debts, while of the credit 
business, which amounted to $1,864,000,000 losses 
amounted to six-tenths of 1 per cent on open credit sales 
and 1.2 per cent on installment business. 

The report just published is the first of three in which 
the survey will be discussed in detail. It covers the 
transactions of 6832 establishments engaged in the de- 
partment store, clothing, shoe, fur, dry goods and fur- 
niture businesses. A striking feature of the report is 
the excessively high percentage of returned merchandise 
in these lines, particularly in the case of sales on credit 
or installment. 

The survey showed that in 892 department stores in- 
vestigated 64.5 per cent of sales were for cash, 29.8 
per cent on open credit and 5.7 per cent on installment. 
The reports from 523 women’s wear stores showed 49.4 
per cent of the sales for cash, 49.7 per cent open credit 
and 0.9 per cent installment, while 843 men’s clothing 
stores reported 63.8 per cent cash sales, 33.4 per cent 
open credit and 2.8 per cent installment. In the retail 
shoe trade reports from 2000 stores show 89.5 per cent 
of sales for cash and 10.05 per cent on open credit, while 
124 furriers reported only 37.3 per cent cash sales, 51.5 
per cent open credit and 11.2 per cent installment. In the 
furniture trade only 15.2 per cent of total sales were for 
cash, while 27.1 per cent were on open credit and 57.7 
per cent installment. 


Data Discloses Seasonal Variations 
in Volume of Radio Business 


An aggregate business of $135,845,635 was reported 
for the year 1929 by 10,455 radio equipment dealers, 
who embrace about one-fourth of the dealers in the 
United States, according to a statement issued by the 
Electrical Equipment Division of the Department of 
Commerce in conjunction with the Radio Division of the 
National Electrical Manufacturers’ Association. Sales 
of 862,599 electric sets and 35,197 battery sets were 
reported. In the fourth quarter of the year 403,932 
sets were sold, valued at $59,248,585. 

Data showing the seasonal variations in volume of 
business during the four quarters of 1929 are as fol- 


lows: First quarter, 22.7 per cent; second quarter, 15.8 


per cent ; third quarter, 23.2 per cent, and fourth quarter, 
38.3 per cent. As 40 per cent is generally representative 
of volume during the fourth quarter, the 1929 figure of 
38.3 per cent is almost normal. 

In 1928 sales reported by 6569 dealers were 447,000 
sets valued at $70,877,517; in 1927 sales by 7737 dealers 
were 441,000 sets valued at $90,785,000. 
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STANDARD 
For Over 70 Years 


TILLEY 


LADDERS 


Step Ladders 
Straight Ladders 
Orchard Ladders 
Extension Ladders 
Ladders for Window 
Cleaners 
Trestles 
Extension Trestles 
Extension Planks 
Toothpick Stages 
Swing Stage 
Platforms 
Scaffolding 
Interior Scaffolding 
Adjustable Jacks, 
etc. 





TILLEY 
SPRING LOCK 


Extension Ladders 


for Painters, Tin- 
smiths, Carpenters, 
Masons, Mills, 
Fire Purposes, Fruit 
Picking, Farming, 
and General Use. 


Side rails of thor- 
oughly air dried, se- 
lected material. Rungs 
are selected Ash and 
Hickory with minimum 
diameter of 1 3/16 
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~ Notice that 
~ Surface . . 


—lt is one of the reasons — 


Reading Cut Nails hold—and 
hold—and hold. Because they 
are cut hot, Reading Cut Nails 
have a roughened texture 
which increases their bull-dog 
grip. Like hundreds of teeth, 
the tiny surface irregularities 
bite into the wood. 

Reading Cut Nails guarantee 
greater gripping power. That is 
why it takes fewer of them to 
assure a permanently tight job. 
Remember, Reading Cut Nails 
are free from laminations. We'll 
be glad to give you the profit- 
able facts about Reading Cut 
Nails—send for our illustrated 
catalog today. 


Reading Cut Nails are obtainable 
through authorized distributors 





inches. All equipped 
with rope hoist and two READING IRON COMPANY 
Tilley Improved Auto- Reading, Pennsylvania 


poeple ae I po eld Atlanta Cincinnati Pittsburgh San Francisco 











rolled steel, securely Baltimore Detroit Ceediond Seattle 
- ; Boston Houston : Philadelphia 
Se Buffalo Los Angeles St. Louis New Orleans 





Chicago New York Tulsa Kansas City 


SAFE STURDY RELIABLE 
(Write for illustrated catalogue and prices) 
msm |6UT NAILS 


SK CUT FROM SOLID PLATE 
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Hardware Prospects in Mexico 


Yucatan to compete with other pro- 
ducing areas. 

“In anticipation of the increase in 
import duties which became effective 
on Jan. 1, 1930 (see Annex I for new 
rates), most of the hardware jobbers 
imported more than their normal re- 
quirements during the last two 
months of 1929, and hence have been 
overstocked during the opening 
months of the present year. The 
general opinion appears to be that 
1930 will be a normal year in the 
hardware trade, and that no impor- 
tant expansion of business is to be 
expected. Old residents of Mexico, 
however, do not like to prophesy re- 
garding the future, but merely quote 
the popular phrase, ‘Vamos a_ ver, 
which means ‘Wait and see.’ 

“While the United States supplies 
the major portion of the hardware 
imported into Mexico, there is stiff 
competition from Germany and to 
less extent from Great _ Britain, 
Sweden, Czechoslovakia and _ other 
European countries. The German 
competition is felt primarily in barbed 
wire and galvanized wire and in the 
smaller and cheaper articles, includ- 


ing such handtools as pliers, pincers, 
power drills, bit braces, wrenches, 
rules, pruning shears, axes, hammers, 
augers and bits, planes, screwdrivers, 
etc. Germany furnishes the bulk of 
the enameled ware and part of the 
aluminum ware. German competition 
in tubing is felt strongly, too, at 
times, although the restoration of the 
European conference shipping rates 
early this year may eliminate Ger- 
many from this field. Cutlery comes 
from Germany and England, pri- 
marily the former, although American 
kitchen sets in colors are popular. 
sritish competition is felt principally 
in the line of galvanized sheets and 
tin plate. Before the war an En- 
glish manufacturer of files and rasps 
controlled a large part of the busi- 
ness in that field, but during recent 
years an American company has suc- 
ceeded in cornering most of that mar- 
ket. 

“Considered from the standpoint of 
value, during 1927 and 1928, the last 
two years for which data are avail- 
able, the United States furnished 67 
per cent of Mexico’s imports and 
purchased approximately the same 


(Continued from page 68) 


proportion of Mexico’s exports. Our 
quota of Mexico’s hardware imports 
probably averages around the same 
ugure, or possibly slightly less. 

“The sales methods used in Mexico 
may be divided roughly into two cate- 
gories: On the one hand there are 
the large export merchants at New 
York, St. Louis and San Francisco, 
and at strategically located points 
near the border, which obtain a sub- 
stantial part of the Mexican business. 
Some of these houses maintain agents 
in Mexico, while others cover their 
territory by traveling salesmen from 
the home office. The other method is 
that of manufacturers who appoint 
sales agents to solicit orders on a 
commission basis. There are a num- 
ber of first-class commission firms 
with headquarters in Mexico City 
which travel the entire Republic one 
or two times a year. A few large 
American and European manufactur- 
ers maintain branch offices in Mexico. 

“Tt is possible that the opening of 
the Mexican highways connecting 
with those in the United States and 
the general improvement in transpor- 

(Continued on page 132) 





“from bicycle rims to bridges” 


Dixon’s Bright Aluminum Paint spans the multi- 
tude of uses in between— 





—resists heat o:. smokestacks, radiators and auto- 
mobile motors. 


—not affected by fumes of gas tanks. 


—immune to the action of ice, rain, snow, salt air 
or water on bridges, tank cars, factory buildings 
and equipment. 

Dixon's Bright Aluminum Paint is a dealer specialty that the 

consumer, household or industrial, needs for high grade work. 


The small standard case includes eight quarts, sixteen pints 
and thirty-two half pints, six gallons in all. 


Packed also in gallons, five, ten, twenty-five and fifty gallon 
steel containers. 


We recommend the purchases of the small standard case as a 
good experiment. 


Write for Dealer Prices No. 40 BA 
PAINT DIVISION 


JOSEPH DIXON CRUCIBLE COMPANY 
JERSEY CITY D 4 NEW JERSEY 


Established 1827 
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Paint and Lacquer Sales Declined in | 


February 


According to the Department of Commerce, a survey 
of 502 firms reveals that the total sales of paint, varnish 
and lacquer products during February amounted to $24,- 
602,338, as against $28,979,964 for the same month in 
1929, a decrease of $4,376,874. <A slight improvement 
was noted over January, however, the gain amounting to 
about $605,374. 

Industrial sales showed the largest losses when com- 
pared with February last year, falling off approximately 
$2,180,000. Unspecified sales followed closely behind, 
with an approximate decline of $1,810,000. Trade sales, 
on the other hand, were comparatively well maintained, 
the slump under 1929 amounting to about $400,000. 

On comparing the first two months of the year with 
the same in 1929, one finds that the respective totals were 
$48,599,302 and $57,611,693, a loss of $9,012,391 for 
1930, or about 15 per cent. Unspecified sales were, 
roughly, 25 per cent less, or $4,300,000. Industrial sales 





fell approximately a similar amount, which meant a | 


decline of approximately 20 per cent for the initial two 
months of the year. Trade sales, on the other hand, 
were only about $300,000 less, or a shade over 1 per 
cent. 

The total sales for 1929 have been revised to a new 
figure of $405,861,318, this being quite an increase over 
the previous estimate because of the larger number of 
firms reporting. Table of the first two months of 1929 
and 1930 follows: 





1929 1930 Difference 
. tekiy were $28,632,481 $23,996,964 —S4,635,517 | 
Pe -kecackes 28,979,212 24,602,338 — 4,376,874 
5 $57,611,693 $48,599,302 $9,012,391 


Analysis Reveals Volume Fallacy 


Volume is desirable, and is to be worked for, counsels 
C. P. Russell in Printers’ Ink. The question is one of 
proper apportionment, regulation and concentration of 
effort. Are you sure you know where your real volume 
comes from—that is, the volume that pays for profit? 

A certain wholesaler who had been doing an increasing 
annual business but whose annual net profit showed a 
curious lag, was recently moved to look into the cause. 
He got out his list of customers and went over their 
accounts. He got some surprising figures. 

He found that more than half his customers were dis- 
tinctly unprofitable—that, in fact, 52 per cent of them 
brought him a total business that produced only 12 per 
cent of his volume. Further examination disclosed that 
customers annually bought less than $100 worth of goods 
each, and that 22 per cent bought less than $25 worth, 
comprising less than 1 per cent of his total volume, al- 
though these small fry got scarcely less time and atten- 
tion spent on them than on the customers whose ac- 
counts yielded a consistent profit. 

The net of it was that he discovered that his real 
market lay among 48 per cent of his actual list of cus- 
tomers. The rest boosted his volume, but rather de- 
tracted from his profit. 











Offering 


Brown & Sharpe Tools 
to your 
Mechanic Trade 


Saves 


Sales Effort 


Skilled mechanics know Brown & 
Sharpe Tools from long experience 
with them in the shop. They have seen 
these tools in daily use on all kinds of 
work requiring accurate measurements. 


This ready acceptance, built upon years 
of satisfactory use, makes it easier to 
sell Brown & Sharpe Tools and estab- 
lishes your store as “the.place to go for 
fine precision tools.” 


Send for a copy of our Small Tool 
Catalog No. 31 which describes 
over 2300 useful tools. Brown & 
Sharpe Mfg. Co., Providence, R. I. 


Bs 
Brown & Sharpe 
Tools 


“World’s Standard of Accuracy” 
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Hardware Prospects in Mexico (continued from page 130) 


tation and communication facilities 
will tend to bring about a shift in 
trade in favor of the Southwest. 
Mexican merchants already are com- 
plaining that their customers are 
driving to the commercial centers in 
the United States to make their pur- 
chases. 

“Another factor to be considered is 
that seme of the largest consumers 
in Mexico make part of their pur- 
chases directly in the United States. 
To a certain extent this is true of 
the principal railway lines, some of 
which are controlled by American 
capital. Furthermore, the large min- 
ing and oil companies and power 
interests are American owned and 
have purchasing offices in the United 
States, although it is true that sub- 
stantial quantities are also purchased 
locally in Mexico. Government de- 
pendencies, such as the highway and 
irrigation commission, occasionally 
negotiate directly with the American 
manufacturers. 

“Hardware dealers and 
who are direct importers are located 
principally in Mexico City, Puebla, 
Vera Cruz, Merida, Ciudad Alvaro 
Obregon, Villahermosa, Puerto Mex- 


jobbers 


ico, ‘Tampico, Monterrey, Saltillo, 
San Luis Potosi, Torreon, Durango, 


Chihuahua, Aguascalientes, Guadala-. 


jara, Morelia, Mazatlan, Tepic, Cu- 
liacan, Los Mochis, Navojoa, Her- 
mosillo, Guaymas, Cananea, Nacozari, 
Manzanillo, Acapulco,, Tapachuca. 
San Cristobal, Arriaga and Tuxtla 
Guetierrez—not to mention such bor- 
der cities as Matamoros, Nuevo 
Laredo, Pidras Negras, Ciudad 
Juarez, Nogales and Mexicali. Nor 
does this list include large mining, 
manufacturing and power organiza- 
tions which buy directly in the United 
States. 

“For a further discussion of this 
subject reference is made to an arti- 
cle entitled, ‘Sales Territories and 
Methods in Mexico, published in 
Commerce Reports, Jan. 27, 1930. 
(Copies available at secretary’s desk 
or from the local office of the Bu- 
reau of Foreign and Domestic Com- 
merce, for those interested. ) 

“Prices of light hardware are usu- 
ally quoted f.o.b. factory or f.o.b. 
New York. However, heavy hard- 
ware prices are quoted c.i.f. Mexican 
port of entry. 

“The larger firms at Mexico City 


and also in the interior have as good 
standing as firms anywhere in the 
world, and are accustomed to buying 
on open account, although they al- 
most invariably take advantage of the 
discounts offered for cash. Smaller 
houses with satisfactory credit rec- 
ords ask for and receive terms rang- 
ing from thirty to ninety days. 
Longer terms are seldom granted, 
although terms of 120 days are not 
unknown. 

“Collections are slow, and wholesale 
merchants are said to be carrying an 
unusually large amount of paper. The 
present tendency is to restrict credit 
to the best firms.” 


Revenue Freight Loadings 
Show Increase for Week 
Loading of revenue freight for the 
week ended April 5 totaled 907,928 cars, 
the car service division of the American 
Railway Association announced today. 
This was an increase of 22,769 cars over 
the preceding week, but a reduction of 
50,297 cars below the same week in 
1929 and a reduction of 11,424 cars 


under the same week in 1928. 





EXACT MEASUREMENT 


Profit or loss on Screen Cloth is often 


















\ 


Comes in full rolls 
of 100 feet. Write for 
details and fine selling helps. 


REYNOLDS 


WIRE CO. 
DIXON, ILLINOIS 


merely a question of cutting it! Un- | 
certain measurements are respon- 
sible for much grief in the sale of 
this essential item. 

This is why it is so profitable to 
handle the Sun-Red Edge line. The 
measuring every six inches and the 
red line along the edge absolutely 
prevent error—besides saving time. 

All standard meshes, full 
line—Black Painted, Copper- 
Bronze and AluminA — the 
kind that wears twice as long 
as ordinary galvanized types. 
The ONLY trade-marked 
and self-measured screen | 
m cloth on the market. | 





TRADE MARK REG.U.S. PAT. OFF. | 













OUT OF SIGHT— 
AND OUT OF MIND— 


Display . . . display . . . display 

and still more display. 
What is out of sight is largely 
out of mind. Let your stock 
do its own measure of selling. 
There is a continual stream of 
articles in HARDWARE AGE 
to aid you in effective window 


Keep in Step With This Modern Trend 


| 
| 
| 
and counter displays. 
| 
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INGC Personal beauty may be only skin 
deep, but the beauty of Ringco Bath 


Room Fixtures goes deeper than that. 
Over the solid brass body of these fix- 
tures is a very substantial nickel plate. 
Over this nickel plate goes a Chromi- 
um Plate finish that is bright and pleas- 
ing and beautiful and stays so. An oc- 
casional wiping is all these fixtures ever 
require. They cannot rust nor tarnish. 





Send for Catalog and Price List. 


We also make Furniture Trimmings, Upholsterer’s Nails, Eyelets, 
Grommets and Washers. 


fee , AMERICAN RING COMPANY 


No. 03771 





EPRPEPEL ECCS SESE PPPESEEE 








a8 Combination Soap and Tumbler Waterbury Connecticut 
. Holder. White Finish Branch Offices: 
Be Boston—170 Summer St. New York—2 Hudson St. 
a No. x3771 Chromium Finish San Francisco—116 New Montgomery St. 
ses No. 3771 Nickel Finish Chicago—29 E. Madison St. 
OTN TNO TRS OTR TRE NTO ATP OTTeaTTe aTTes caiacuat inne ate wapaiieba anwar yas nee ee ee ee a Per erch 
BPP PPE ESP PEE SEP PP PPPS PSPSPS PPE SSS: 








Every business day should be Blaisdell day in your store. Cus- 
tomer after customer has use for a Blaisdell. All you need do é Le - 
is keep Blaisdells in sight in several conspicuous places. They Xi als 2 


are easy sales. They are extra sales. They are profitable sales. 









For 







For Lumbermen 






Carpenters Stock Marking 
No. 660—Every Car- No. 792-T—For stores P No. 1151 — Weatherproof, 
penter and _ Builder and general use. Marks 9 waterproof, for lumber and 
- railroad workers; surveyors, 


must have them. They clearly on tin, alumi- 
mark smoothly and num, glass, china and 
clearly. The bright red we ' all polished surfaces. 
color makes them’ easy RAs New String Feature elimi- 
to “spot.” ‘NX nates use of knife to cut 
strip before unwinding. Try 


steel mill workers; shipping 
clerks; obtainable in nine colors. 


it in your own store. 


wr 
ta Stow nists LBfeigdoff TEM SMPEY You ober Ca 
Is To Sell Them awarded Gold medal Sesqui-Centennial 1926 Keep You Supplied 
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Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 


covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 

» 10, 25c to $1.00 Syndicate Stores carrying. hardware. 
Department Stores oy EE and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 

ail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware olesalers. 

Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previews issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 

















od oad 
a el aad 


en OEE I 


WHEN IN ROME— 


ding t 
mans do—accor 
chandising methods wer se 
the horseless carriage 
Stiff ornenery 
i i mpel the hard- 
trends in selling co oat 
een to adopt new Se ant 
nee to make any money. Heller coy 
nected of stores to make the ¢ , - shen 
ror up a profitable business. pene 
the complete story now? ° cp 
2 tear out this ad—pin to your 
ust te 


and mail. 


o the old 
Do as the Ro e all 
Old mer 

saw. 
f 
ight in the days © 
ak they won't do now. 


PANY 
HELLER & COM iY 
RA = Street, MONTPELIER, OH 


HELLER 


ENT 
BUSINESS BUILDING STORE EQUIPM 


‘eth 


_f 
ot 








Hot of the Nail Ker, 


Little yarns that others have laughed over 
culled from various sources. As a contem- 
porary puts it: “Some of them have been ~ 

copied, the rest will be.” 











A gentlemarr visiting some 
relatives in Scotland was per- 
suaded to try a game of golf. 
At his first stroke he aimed a 
terrific blow at the ball, scat- 
tering the turf to right and 
left. 

“What have I hit?” he asked, 
looking round for the result. 

“Scotland, sir,” answered the 
caddie. 


During a hold-up in Chicago, 
a young stenographer was 


grazed by a bullet. 
Thinking that she was dying 
she dictated a farewell note. 
“Write to 
whispered. 
love and best regards. 
Fred, 


Johnnie,” she 
“Give him my true 
Carbon 
copies to Harold, and 


William.” 





Two Irishmen had just laid a 
wreath of flowers on a com- 
rade’s grave, and while crossing 
another section of the cemetery 
they saw a Jap lay some rice 
on the grave of a countryman. 

One of the Irishmen said: 
“When do you expect your 
friend to come and eat the 


rice?” 

“When your friend comes to 
smell the flowers,” was the 
quick reply. 


Lawyer: “Can you tell me if 
the defendant was expensively 
garbed?” 

Rastus (a witness): “’Deed 
she was, suh. Ah knows spen- 
sive garbage when Ah sees it.” 





He called to ask for the 
daughter’s hand. 

And all he got was the 
mother’s tongue and the father’s 
foot. 


Reading matter continued on page 136 











Of the 2000 razors in Ala- 
bama, 500 are used for shaving 
and the rest for social purposes. 


To a Jewish ex-service man 
an acquaintance remarked: “So 
you were in the army, key.” 

“Oh, I was in the army,” was 
the proud response. 

“Did you get a commission 

“No, only my vages!” 


> 


Mistress: “And did you have 
a honeymoon, Mandy?” 

Mandy: “W-e-I-1, Rastus done 
helped me wid de washin’ de 
fust week. 


Mrs. Withers had been to the 
talking pictures for the first 
time. 

“How_did you like it, Nell?” 
asked her friend. “All right 
enough, but to tell you the 
truth, I rather have been to 
one of the old unspeakable 
ones.” 


“Mr. Cleaver, how do you 
account for the fact that I 
found a piece of rubber tire in 
one of the sausages I bought 
here last week?” 

“My dear madam, that only 
goes to show that the motor 
car is replacing the horse every- 
where.” 


Bill Coleman lives in an 
apartment, and on a quiet night 
this is what he heard from the 
court. 

Fond mother: “Quiet, Tom- 
my, the sandman is coming.” 

Tommy: “All right, Mom, 
gimme a dollar and I won't tell 
Pop.” 
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Wat isa 


Customer Worth ? 


HERE are only two ways to increase your volume of 

business. The first is to develop the business of each 

| customer so that he buys more goods from you. The 
second is to increase your number of customers. 


One way to do this is by offering them the opportunity 
to find out exactly what they weigh without the necessity 
of fumbling around for a penny or feeling that you ex- 
pect a profit—no matter how small—whenever they do get 
weighed 

On the front of the scale pictured is a 
neat transfer calling attention to the fact 
\ that free weight is given with the compli- 

ments of the store. With each scale is 

! packed an attractive card for use in win- 
dow or on the counter. This card says, 
“Free Wate With Our Compliments On 
Our Hanson Automatic Scale. Just Step 
On it.” 


A hardware store which used this scale 
wrote us that it had developed several 
dozen new customers from those who 
came into the store to get weighed free 
and developed the habit of coming in 
every few days for the same purpose. 


Lem, 











If you are interested in building cus- 
tomers for your store, please ask us to 
send you complete bulletin on this scale 
and quote a PRICE that will open your 
eyes. 














Hanson Scale Company 
525 N. Ada St., Chicago 


RT tts 
Peaneaemanaty 

















Superior Brand 
Hardware Cloth 
is true to hard- 
cloth 
standards. 
Smooth 
wire 

standard 
Woven evenly 
and thoroughly 


ware 


round 
always 
size. 








galvanized. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 


UPERIO 








Millions Have 
Been Sold 


Two styles, Flat and 
Round, no two alike, as- 
sorted colors of Red, 
Blue and Green Onx- 
glas. Regular Size fits 
various cars with use of adapter. 
Special and Chevrolet Special do not 
require adapters. 





These Prices to Rated Accounts Only 


All Three Sizes: One-half gross lots $10.85 
per half gross; gross lots $19.85 per gross. 
HouzeX Brass Adapters for Regular Size 3 
cents each any quantity. We furnish Adapter 
Chart free. 


Retail Prices: Balls 25 cents each. Adapters 
5 cents each. 


Factory to Dealer at Almost 100 percent 
profit to the Dealer 


L. J. Houze Convex Glass Company 
Main Office: Point Marion, Pa. 


New York and Chicago 


Ford > 














NEW... 
and Better 


Smoother, whiter, 
harder. Superior quali- 
ty, yet costs no more. 
Packages of 21/2, 5, 8, 
and 15 Ibs. Send for 
sample and prices. 
Pecora Paint Co., 4th 
Street and Glenwood 

Ave., Philadelphia. 
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Choose the Leader! 









Champion Garden Rakes lead in sales be- 
cause they are the accepted standard of YJ 


as 
Ot The 


dependability and value. Let Champion 

prestige help promote your success. Choose Cronk & Carrier 
it to gain the good will and profits that Mfg. Co. 
accompany only products with nation-wide Montour Falls, 
reputations. Ask for catalog. mm. 4. 


We also make 
“Swineford”’ and ‘Potter’ 


CHAMPION GARDEN RAKE 


Products 








ee BROTHERS 
Hardware Cloth 


Made from best Open Hearth 
Steel, full gauge wire galvan- 
ized AFTER woven. Every 
operation controlled by us. 

Standard widths, six inch steps, 
12 to 48 in. 50 and 100 lineal 


ft. rolls, 
Ask Your Jobber. 


























The Old Time Favorite 


The “Old Timers’—men who know 
serew wrenches, stick to the old reliable 
COES. 

Keep stocked and hold trade. 
sizes: 6” to 21” 

Send for iii catalog and prices. 


BEMIS & CALL CO., Springfield, Mass. 


Seven 











Now, More Than Ever Before 


it is essential that you study your 
Market Report carefully and con. 
sistently. Every important _ price 
change in the trade is recorded in 
these columns weekly. 


The MARKET REPORTS as found 
in HARDWARE AGE are the most 
authentic published. 


Use them as a buying guide. 














The Archbishop had preached | 


a splendid sermon on the beau- 
ties and joys of married life. 
Two elderly matrons walked 
out together at the close of the 
service. 

“Ah, ’twas a fine sermon his 
rivirince was after telling us.” 

“Indeed it was, an’ 
knew 
does.” 





A dusky lady went into a drug 
store and asked for one cent’s 
worth of insect powder. 

“But that isn’t enough 
wrap up,” said the clerk. 


“Nemind ‘bout wrappin’ it up. 


to 


| Jes’ blow it down ma_ back, 


dlassall,” 


Charitable Lady: “But, 


| good man, there must be many 


| they 


generous persons in the world.” 
Beggar: “Yes, ma’am, but 
never have any money.” 





“Just look at 
me, friends! Two years ago I 
was a broken-down sot; a thing 
to be dropped into the gutter 
and tramped on and no use to 


Street Orator: 


anybody. And what do you 
| think wrought this change in 
me?” 

Small voice: “Wot change, 
mister ?” 


“Abe,” said Mrs. Cohen, “I 
was looking at the nicest bed- 
room suite today and, would you 
believe it, it only cost one hun- 
dred and ninety-five dollars!” 

“Vot!” exclaimed Cohen, “a 


| hundred and ninety-five dollars 


for a bedroom soot. Don’t buy 
it, I can vear my old pajamas.” 


“Bill had a bad cold and he 


| was undecided as to whether he 


| 


should stuff it or starve it.” 
“What did he finally do?” 
“Flooded it.” 


Reading matter continued on page 138 





I wish I | 
as little about it as he | 


“With a single stroke of a 
brush,” said the art teacher, 
taking his class around the Na- 
tional gallery, “Joshua Reynolds 
could change a smiling face to 
a frowning one.” 

“So can my mother,” 
small boy. 


said a 


She—“Did you ever see a 


| robin pull so hard on a worm 


| that he pulled it in two?” 


He—‘“No, but I should think 
the worm would feel bad.” 
She—“He did. He _ broke 


|under the strain and the bird 





was quite upset.” 


I was telling Mrs. Huckins 
that the life of a locomotive 


| was only about thirty years and 


| 


she said it would be much 
longer if it didn’t smoke so 
| much. 

® 


my | 














5 v 

A little girl, attending an 
Episcopal Church for the first 
time, was amazed to see all 
kneel suddenly. She asked her 
mother what they were going 
to do. Her mother replied: 
“Hush, they’re going to say 
their prayers.” 

“What, with all their clothes 
on?” 





A bricklayer said to a fore- 
man on a new job: “I'd like to 
work here, but I can’t find a 
place to park my car.” 

The foreman replied: “I guess 
you won’t do. This is a high 
class job, and we want only 


bricklayers who have chauf- 
feurs.” 

Teacher: “Johnnie, give me 
a sentence using the word 
‘diadem.’ ” 

Johnnie: “People who drive 
onto the railroad crossings 


without looking diadem sight 
quicker than those who stop, 
look and listen.” 
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| 


The Peerless Handcuff ||\|| SEAMLESS TUBING— 


on | Lengths and Coils 
ga 





is made of the 

finest tempered 7 
steel, strong 
enough to hold a 
giant, yet weighs 


Weignt 12 Ounces 


a 4 P yy Dehydrated Tubing for Refrigeration Use. 





ly 12 ‘ “ sas i 
eh BS Extra Heavy” Tube for Oil Burner 
handcuff that Installation 








Immediate delivery. Send for prices. 





Cannot Become Locked in the Pocket 
and is always ready for instant use in an emergency. It 


simply won't lock until placed on the wrist—then it 
works automatically—can be double-locked if required. 


Write for Descriptive Folder and Prices. 


Peerless Handcuff Co., Springfield, Mass. 


WALWORTH 


Walworth Company, General Sales Offices: 






































COLORED 
METAL KEY 
SIGN 


Actual Size 





















60 East 42nd St., New York | The sign of the 

master locksmith 

Plants at Boston, Mass.; Kewanee, IIl.; | lt semen Teper veel 
ing Cutter. 


Distributors in Principal Cities of the World 


any, Limited, 620 Cathcart St. Montreal, P. Q. | Segal Lock & Hardware Co. 
ec vein mi vagy: é | 12 Warren St., New York City 


Walworth International Co., New York, Foreign Representative | 
TRAE 


Makers of Dan Stillson’s Wrench dimmy- Latches al 


Locks Padlocks SQN 








BETHLEHEM PRODUCTS: 


OF INTEREST TO THE HARDWARE DEALER | 
BOLTS—NUTS—RIVETS 


WIRE—Barbed, Barbless, Twisted; Processed, Bright, Galvanized; Bale Ties. | 
NAILS—Cement-coated, Bright, Blued, Galvanized, Staples. 


CAMBRIA FENCE & BETHLEHEM STEEL FENCE POSTS | 


BETHLEHEM STEEL COMPANY, General Offices: Bethlehem, Pa. 








District Offices: New York, Boston, Philadelphia, Baltimore, Washington, Atlanta, wing N wing 
Pittsburgh, Buffalo, Cleveland, Cincinnati, Detroit, Chicago, St. Louis | Bho —e Menafectarers of Sho — 
Pacific Coast Distributor: Pacific Coast Steel Corporation, San Francisco, Los Angeles, | . 
Portland, Seattle, Honolulu. “Quality Hardware Since 1876” 


Window and Door Specialties 


BETHLEHEY Tue H. B. Ives Co. 
oa ® 7 s 9 ye New Haven, Conn., U. S. A. 























Belt Punches Arch Punches | 
Spring Punches Revolving Punches 


The OSBORNE Line of Punches 
needs no introduction. There’s 
over 100 years of experience 
back of every tool. Send for 
complete catalog and prices. 


C. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 


As silk stock- 
ings are replac- 
ing cotton, so have 
Klos Klips replaced the 
old split type pin. 
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Montpelier, 


National Spring Clip Co. Monteclie 


~ 
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Secretary Eshleman’s Report (continued trom pose 56 


“*Every business concern in the 
country will be canvassed. Each 
dealer will be asked a number of 
questions that will tend to reveal es- 
sential data. No attempt, however, 
will be made to discover the amount 
of profit. Answers to the questions 
are required by law, but the Census 
3ureau is compelled to hold all in- 
formation in strict confidence even 
from other departments of the gov- 
ernment. Furthermore, the data 
gathered will be published in such 
form that individual operations are 
not revealed. Each wholesaler or 
retailer becomes but a unit of so 
many wholesalers or retailers of a 
given classification. 

“Approximately two million estab- 
lishments will be covered by the Cen- 
sus of Distribution. Besides, a num- 
ber of questions regarding the dis- 
tribution of their sales will be asked 
of all manufacturers, the answer to 
which will reveal the extent to which 
they are engaging in wholesaling and 
retailing on their own account. An 
attempt will also be made to secure 
data relating to the more important 
purchases made by the manufactur- 
ers, for the manufacturers, in the ag- 
gregate, probably buy more than is 
sold by all the retail stores put to- 
gether. 

“*The following information will 
be secured from the retailers: 

1. Data covering the description of 
the establishment, including name: 
location; character of organization; 
degree of service, namely, whether 
it is a self-service store, a cash-and- 
carry store, or a store rendering de- 
livery service; and the number of 
stores owned by the organization re- 
porting. 

2. A description of the kind of 
business and the principal lines of 
goods handled. 

3. The number of persons em- 
ployed, and the aggregate wages paid 
for the year. 

4. Total inventories on hand. 

5. Sales of merchandise. The sales 
will be divided into cash and credit, 
and in many cases they will be broken 
down by commodities or groups of 
commodities. 

6. Valuable supplementary data 
will be obtained in as many cases as 
conditions will permit. 

“*The information gathered from 
retailers should enable us all to know 
just how many retail outlets there are 
for each class of product, whether 
these retail outlets are  single-unit 
establishments or chains, and how 
many of them are operated by indi- 
viduals, partnerships or corporations. 


We should also know the relative size 
of each retail establishment based on 
its volume of business. We should find 
out some of the specific commodity 
groups which are handled by different 
kinds of retailers and what propor- 
tion the sales of such commodities 
bear to the total. All of this infor- 
mation, as well as the costs of oper- 
ation will be available by geographic 
divisions such as States, counties and 
cities. 

““From the wholesalers an attempt 
will be made to secure somewhat more 
comprehensive data, partly because 
wholesalers are in a better position 
to supply such information, as many 
retailers do not even keep books of 
account, and partly because of the 
greater usefulness of such statistics 
to industry in general. 

“Briefly, the following basic sta- 
tistical information will be secured 
from all wholesalers: 

1. A description of the establish- 
ment, including its location and the 
character of the organization, and 
whether it is operated as a single- 
unit establishment or as a part of a 
chain. 

2. The type of wholesale distrib- 
utor—whether wholesale merchant, 
commission merchant, broker, selling 
agent, manufacturers’ agent,  im- 
porter, etc. 

3. The principal lines of merchan- 
dise handled and the sales territory 
or radius covered regularly by the 
house reporting. 

4, The number of proprietors, firm 
members and employees, and the ag- 
gregate salaries received by them for 
the year. 

5. Other expenses, divided into sev- 
eral classifications. 

6. Merchandise inventories as of 
Dec. 31, 1929, or nearest inventory 
date. 

7. Sales of merchandise, including 
gross sales, returns and allowances, 
and net sales. The sales made by the 
wholesale establishment will be di- 
vided into cash and credit. Whole- 
salers will also be asked to indicate 
the volume of sales made directly to 
home consumers. Finally, sales will 
be broken down by commodities and 
commodity groups. 

“*The information gathered by the 
wholesale agencies will give us a 
picture of the total number of whole- 
sale agencies of different kinds. We 
shall know for the first time for each 
kind of business—hardware, food, 
dry goods, etc—just how many drop 
shippers of desk shippers there are, 
how many cash-and-carry whole- 
salers, how many brokers, auction 


companies, selling agents, manufac- 
turers’ agents, manufacturers’ sales 
branches, and all other types of 
wholesale distributing organizations. 
We shall know how many of them 
operate on a chain basis and how 
many are single-unit establishments. 
An earnest attempt will also be made 
to find out the extent to which two 
or more principal functions of whole- 
saling are combined in a single es- 
tablishment; that is, the extent to 
which a commission merchant, for 
instance, also handles goods on his 
own account in addition to consign- 
ments. 

“*‘Not only ‘will the Census of Dis- 
tribution show the number of con- 
cerns and the amount of business by 
various sizes and types of establish- 
ments and by geographic divisions, 
but it will also give many other valu- 
able statistics which can be used as 
standards of comparison for each in- 
dividual enterprise. These data, for 
example, will show the relation ex- 
isting between sales and inventory. 
They will give information on ex- 
penses, which in turn can be studied 
by size of enterprise and by specific 
types of establishments. They will 
present information on the problem 
of returned goods. They will show 
the relative importance of various 
commodities so that proper compari- 
son can be made by each individual 
firm with the industry in general as 
as means of determining how best to 
direct the energy of its organization.” 

“The facts are before you and, 
gentlemen, if we are convinced that 
our Government in this instance is 
helping the nation’s business, let’s do 
our part as called upon. The ‘Hard- 
ware Council’ representative of the 
three branches of the industry should 
go on record as approving the Census 
and our association can offer at this 
convention a resolution to that effect. 

“Discussions on the keynote sub- 
ject of our convention, “Waste in 
Distribution,” chosen for the reason 
of its broad scope, should reveal some 
important facts. Manufacturers, dis- 
tributors and consumers through the 
National Bureau of Standards have 
eliminated much waste by recom- 
mending and approving simplified 
practices and establishing standards 
of grades, quality, measurements and 
packaging of products. The four im- 
portant factors in every business es- 
tablishment, viz., Capital, manage- 
ment, buying and selling are internal 
problems that need the constant wide 
awake brains of executives, but often 
these factors will be surrounded by 
degrees of waste. These four angles, 
as a basis for the finding of leaks 
and rectifying same, will doubtless 
demonstrate a good course to pursue.” 
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SENSATIONAL SALES BOOSTER 


» TOAST SERVER (AUTOMATIC) 


s The SUPERLECTRIC Toast Server places the toast on a 
dish set in front of it—automatically. No watching, waiting 
or burning of toast is necessary. This toaster secures more 
sales and bigger profits for you. Bread can be toasted, light, 
medium, or dark—get our discounts. 


SUPERIOR ELECTRIC PRODUCTS CORP. 





Ask us about the No. 
651 Waffle Iron, listing 
at $9.50. 


WW h LL 644 
Super lecrRic— 











1300-10 S. 13th St., St. Louis, Mo. 








Improved ‘‘Barnes’’ Type Pipe Cutter 
from thee ARMSTRONG BROS. 


Line of Better Pipe Tools 












This 3-wheel Barnes type is especially 
adapted to work where the cut- 
ter cannot be revolved en- 
tirely around the 
pipe. 







able Iron—Pins of carefully 
hardened tool steel. Wheels 
of special Alloy Tool Steel 
— Improved Knife Blade 
Design — Cut faster, last 
longer. 





rere for ARMSTRONG BROS. TOOL CO. 
man” “The Tool Holder People” 


314 N. Francisco Ave. Chicago, U. S. A. 


Bodies of Certified Malle- | 





LAMPS 


Licensed Under General Electric Company's 
Incandescent Lamp Patents 


Sylvania Lamps and Radio Tubes. 
Both of Emporium, Pennsylvania. 
Both are builders of consistent 
profit. Write for details about 


them. 
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What’s in a Name? KK 
a4, ‘ : 


‘TAKE Napoleon, for example. When this little 
Corsican was announced at the courts of Eu- 
rope, those present sensed his power and importance. On the battlefield, 
his name was often enough to destroy the morale of his enemies. 

The name “HALL” carries no weight on battle- 
fields or in European courts, but in the hardware field 
it stands for good merchandise sold at prices that are 
right. The name “HALL” injects quality in large 
quantities into every product that bears its trade mark. 

The name “HALL” has been a business-winner for 
over 20 years. Are you enjoying the sales advantage 
that the name “HALL” brings to your store? Write 
for our catalog today. 

HALL MANUFACTURING CO., Cedar Rapids, Iowa 
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Ag) Write for Free Catalog of Trade-building Items 









The symbol of 


quality in chain 


There is an ACCO Chain for every 
industrial, farm and home rurpose— 
in bulk or made into specialties. 
Concentrate on this profitable 
quality line. Made by the world’s 
| largest manufacturer of welded and 
weldless chain. 
AMERICAN CHAIN CO., Ine. 
Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chains 








CLOTH 


iS, Licensed Under Radio Tube Patents of 
General Electric Co., Westinghouse Electric 
W R " AND WIRE 
PRODUCTS 


& Mfg. Co. and Radio Corp. of America. 
“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- . 
perience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 


Write for Folder 83-B 
BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons) Est. 1869 
518 Terrace Buffalo, N. Y. 
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Chains Are Reducing Hardware Departments 


“Certain Government department 
specifications on tool items are so 
loosely drawn that this cheap for- 
eign material can be construed to fill 
the specifications, and when this hap- 
pens there is no regulation by which 
the foreign bid can be rejected. 

“While the specifications them- 
selves are rather loosely drawn, in a 
great many cases the buying regula- 
tions, on the other hand, are tied up 
with so much red tape that the offi- 
cials doing the actual buying are not 
allowed a bit of leeway and must 
take the lowest bidder’s offer, if he 
states it will answer the specifications. 

“Due to similar cases as this, the 
men in the purchasing department at 
Washington sometimes get a name of 
being rather “hardboiled,” but the 
fact is that their hands are so tied 
that they are not allowed to use their 
judgment even though they know that 
the order is not being placed to the 
final advantage of the Government. 

“In one Government department, 
practically all orders are reviewed by 
a comptroller who has the bids and 
awards in front of him, and if the 
order is not actually placed to the 
lowest bidder, someone has a session 
which is far from pleasant. 


ee 7 

E ACH purchasing and disbursing 
officer of the Government depart- 
ments is personally liable for the 
money he spends. If he makes a pur- 
chase or an expenditure that he can- 
not justify to the satisfaction of the 
Comptroller, he can and will be called 
upon to refund the money from his 
personal means. The Comptroller has 
almost autocratic power in this re- 
spect, and about the only relief the 
officer could get is through an act of 
Congress. 

“Can you blame these purchasing 
officials for not using their personal 
initiative and sticking religiously to 
the regulations ? 

“The man that placed the order may 
be expert in his line and know that 
it was handled to the best advan- 
tage of the Government, but the man 
he is facing has no other purpose 
than to keep the figures down and 
certainly has plenty of Government 
red tape to back him. 

“Just as a concrete illustration of 
what can be done by these importers, 
[ will use the following: A recent 
Government inquiry for a certain tool 
produced bids from eight American 
manufacturers and one German im- 
porter. Seven of the eight American 


factories were million-dollar concerns 
and of years standing in their line. 


while the eighth one was not as large, 
it was a large producer of this item. 
The German firm merely had an im- 
porting office in New York City. 
Their bid was almost exactly one- 
half the lowest American bid. In 
this particular case a_ technicality 
kept them from getting the order, but 
it was only a technicality that saved 
it. . 

“On the face of it, and to some 
people it might appear that such regu- 
lations protect the Government from 
any possible combination or discrimi- 
nation on the part of the American 
factories, but usually it only works 
to the advantage of the importer. 


és 

2 the case just mentioned, the 
importer’s price was practically one- 
half the lowest American price, but 
it was also about 25 per cent higher 
than he was selling the same goods 
to chain stores and similar classes 
of outlet. 

“This foreign competition on Gov- 
ernment orders is an established fact 
and not a theory, as several orders 
have been placed by the United States 
Navy with foreign producers. 

“Each of these orders were for a 
class of tools that are made by rep- 
utable and reliable American tool 
manufacturers. There was plenty of 
bidding by these firms, but the orders 
were placed with foreign firms on the 
basis of price. 

“The peculiar irony of it is that 
in almost every case the tools fur- 
nished were merely cheap imitations 
of standard American goods and _ not 
types or styles originated by the for- 
eign manufacturer. ; 

“A uniform contract bill is now 
before Congress, but it is only in- 
tended to allow for a uniform pur- 
chasing contract, and in our opinion 
will have no beneficial effect on this 
condition. 

“You may ask why the much ad- 
vertised American production method 
cannot overcome the handicap of 
cheap foreign hand labor. The an- 
swer is that some of the foreign 
nations, particularly Germany, have 
imported the finest of American pro- 
duction machines together with some 
of America’s finest production men, 
and the combination with cheap 
skilled labor and a low tariff is un- 
beatable. 

“Tt was my privilege to represent 
the wrench manufacturers at the 
tariff hearing in Washington, and 
while I believe we accomplished 
nothing of consequence, it revealed 
some interesting information. We 


(Continued from page 59) 


found, for one thing, that a relation 
of approximately four to one ex- 
isted between American and German 
costs on both labor and materials. 

“If an article costs the American 
producer $1 and the German pro- 
ducer 25c., a small matter of 10c. 
added to the German cost by the 
present tariff of 40 per cent doesn’t 
mean much, 

“There are three possible solutions, 
namely, lower American wages, which 
no one wants, least of all the Ameri- 
can producer; a higher tariff, which 
does not seem likely at present, and 
last and not so foolish or as impos- 
sible as it sounds at first, an Ameri- 
can owned foreign factory shipping 
goods into this country. 

“The business of the so-called Vol- 
ume Distributor does not seem to be 
going so smoothly at the present 
time. The lack of an easy and ready 
market for securities may possibly 
have something to do with it. 


6é 

O NE tendency is noticeable, how- 
ever, and that is that several of them 
are investigating the idea of selling 
standard advertised merchandise at 
standard prices. 

“One well known chain has already 
done this in a limited way, and an- 
other is negotiating at the present 
time, and I predict that within a 
year we will see an increasing amount 
of standard merchandise sold through 
these distributors, and sold at stand- 
ard prices. 

“Investigation made a short time 
ago indicated that a number of these 
stores were reducing their hardware 
and tool departments and, in fact, 
several of the smaller ones had got 
out of it entirely. If a tariff is en- 
acted that will give American fac- 
tories a reasonable protection against 
some of the unfair foreign competi- 
tion, they will either get completely 
out of the hardware and tool end of 
it or put in staple merchandise at 
staple prices. 

“An inquiry as to whether business 
is going to pick up, always recalls to 
my mind a cartoon which appeared 
in 1921, and I believe in the Wall 
Street Journal. A business man was 
plowing along a muddy country road 
in an automobile which was hub-deep 
in the mud, owing to continuous rains 
for several weeks. He came along- 
side of an old farmer driving a horse 
and buggy, and to be sociable, stuck 
his head out of the car and said, ‘Is 
it going to clear up?’ Without rais- 
ing his head, the farmer replied, ‘It 
always has’—and drove on.” 
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IWAN Post Hole Diggers 
Are Advertised to Help You 


They sell on merit. 


We do not make 
“private brands” for 
any Jobber, or 
compete with you 
by selling to Mail 
Order Houses. 











(A N ; Your Jobber will 
" supply you with 
} t genuine IWAN 

. y fy iy Tools. 


IWAN BROS., Mfrs.. SOUTH BEND, IND. 








RED STREAK HACK SAWS 


‘The Blade With The 
Red End’’ 


Demanded by Mechanics and other 
men who cut metal. 

Stock them and you sell Hack Saw 
Satisfaction. 


SIMONDS SAW AND STEEL CO. 
“The Saw Makers” 
Established 1832 Fitchburg, Mass. 
8 Factories 16 Branches 
















LEAD} 





{Lead Head Nails 


Replacing All Other Types | 


Once a contractor, building owner or mechanic tries these 
nails he realizes that, at last, he has found the ideal lead- | 





head nail for sheet metal roofing. Neater in appearance, does 
a better job and costs one-third less, per square of roofing 
than any others—90 nails, 1%” size in one pound. Enough 
for one square. | 
Made in all sizes, bright or galvanized. 
Send for circulars and name of nearby Jobber handling 


them. 
Dickson Weatherproof Nail Co. 
1013 Charch Street Evanston, Illinois 





INCREASE 


your 
oven sales 


Nesco features mean the 
greater value that wins more 
customers. Full tin lined — 
double walls, asbestos insu- 
lated — heat indicator — air 
circulation—heat deflector — 
two locks. Specify ‘‘Nesco’’ 
to your jobber. 


Nationat ENAMELING AND 
Strampinc Company, Inc. 


13 12th St., Milwaukee, Wis. 


The Nationally 
Advertised Trade Mark 





World's Biggest 


VLCHEK 


All-Purpose Set Selling Punch and 


Chisel Combination co 


&y 


COMPRESs-, 


HEAD 











4 





THE VLCHEK TOOL CO. - Cleveland, Ohio 


THE WORLD'S LARGEST MAKERS OF SMALL TOOLS 








enh 


A COMPLETE LINE OF 
BOX AND CHEST HARDWARE 
IN BRASS OR STEEL METAL 














Corners, Hasps, Hinges, Escutcheons, Catches. 
Locks, Brackets, Handles, Pulls, Knobs, Corner 
Plates, Mending Straps 











THE BRAINERD MFG. CO. 
EAST ROCHESTER, N. Y. 




















THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 











UP-TO-DATE 


separate fluxes is difficult, 

Kester the modern solder, 
required. Assures neater, firmer, 
mechanics, farmers, electricians, 
toy-builders—every hard- 
Nation- 


old-fashioned, 


Soldering with 
supplies its 


and unnecessary. 
own flux exactly as 
simpler soldering by 
home-handcraftsmen, housewives, 
ware customer. Supply the complete Kester line 
ally advertised, nationally used 


From all jobbers. 


Kester Solder Co., 4205 Wrightwood Ave., Chicago, III. 
Incorporated 1899—Formerly Chicago Solder Co. 


KESTER 


LU X-CORE 


SOLDER 


ACID-CORE ROSIN-CORE PASTE-CORE 
METAL MENDER RADIO SOLDER 


—=_—— | 


s 


SS SA 


4 
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CLASSIFIED OPPORTUNITIES 











CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help Wanted 
advertisements at Special Rate of 
ene cent a word, minimum fifty 


Each 


cents per insertion. 











Use the “Classified Opportunities Section” to reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 


tives Wanted” Advertisements. 


Set Solid, Minimum of 5 lines......$3.00 
additional line........ coon SO 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line............ .80 
Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
Bh fmah. cccccccccccccscccccccc cc oO 
Each additional inch.........+..-+ 4.00 


Discounts for Classified Advertis: 
4 insertions, 10% off; 8 insertions, 15% off 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Adverti: 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days Previous to date of 

















Address your advertisements and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 




















POSITIONS WANTED 


POSITIONS WANTED 








HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BEVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEELY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 











ce 





SALESMAN, business producer, personal following among Hardware 
jobbers and dealers, department stores, housefurnishings, electrical appliance 
trades in New England states, and Hudson Valley, N. Y., territory. 
Travels own car; highest credentials. Salary, drawing, or will represent 
factories direct straight commission basis. Address Box I-782, care of 
Harpware AGE, New York City. 





BUILDERS’ HARDWARE MAN—I5 years’ experience desires a 
ermanent connection with wholesale or retail firm in or near Greater 
iow York. Can estimate, list and schedule finishing hardware from blue 
prints and follow specifications; also take complete charge of builders’ 
eons department. Address Box I-779, care of Harpware Acz, New 
York City. 





FIFTEEN years in the Housewares Business, with one house, enables 
the advertiser to handle a position of responsibility, either as sales man- 
ager, or sales representative. Ten of these years as sales manager for 
one of the larger jobbers in the middle west, where his activities were 
worthy of commendation, places him in a position to serve any live wire 
concern in a profitable manner. For interview address Box 7375-A, care 
of Harpware AGE, Otis sista Chicago, 


MR. HARDWARE WwW HOI -ESALER: 


I am a hardware man, twenty- 
and well educated. 


six years old, married, of sound health, clean habits. ; 
My experience covers selling (retail and wholesale) buying, catalogue, 
and price book compiling, and claim adjusting. I want a position offering 


opportunity for unlimited success. Address Box I-795, care of HARDWARE 


Acre, New York Cty. 

EXPERIENCED hardware salesman 
Hardware Jobbers throughout the U. S. 
manufacturer. Have sold the jobber, 
Metropolitan New York for past 4 years. 
tunity for greater growth. References exchanged. 
care of Harpware AGE, New York City. 





with wide acquaintance among 
desires connection with reputable 
large retail and chain stores in 
Now employed, seeking oppor- 
Address Box I-799, 





UP-TO-DATE window-trimmer, store display and hardware-salesman, 
speedy card writer desires position in U. S, A., with a live firm with a 
future. Over twelve years’ experience with leading Canadian departmental 
hardware stores. Latest merchandising and sales promotion methods a 
a. Age 31. Address Box I-797, care of Harpware Acr, New York 

ity. 





Experienced Salesman, six years in metropolitan and Westchester terri- 
tory, desires — connection as salesman or manufacturer’s representative. 
Have car an 
references furnished. 
York City. 


prefer Westchester and lower Connecticut territory. Highest 
Address Box I-789, care of Harpware Ace, New 





POSITION WANTED—Having had wholesale and retail experience I 
am well qualified to handle your job. What have you to offer? Honest, 
industrious and capable. Well “Th a in Chicago and Northern Illinois. 
a of reference. Address Box 1-784, care of HarpwarE AGE, New York 

ity. 





BUSINESS OPPORTUNITIES 








CUTLERY FACTORY 


specializing in scissors (ordinary steel and stainless steel), table 
service ware (plain steel and stainless), fruit knives (bronze-alum- 
inum and stainless), wishes to connect with company which will take 
all or part of its production. Reliable references required. Address: 
Maison Pascal-Ferrier, 21 rue Georges Clemenceau, 
Thiers (Puy-de-Dome), France. 














SALES ACCOUNTS WANTED 








Established Corporation 


located in the Hardware District of New York is in the 
market for additional hardware lines for the Hardware 
Trade. At present is selling seasonable merchandise. Have 
fair warehouse space for handling stock. Address Box 
7369:A, Care of Hardware Age, Otis Building, Chicago, III. 














I am expanding my territory to cover the architects in the state of 
Florida and want accounts covering various items used in the construction 
business. Have been working architects’ offices since 1916. Carry stock 
and complete organization and am property financed to take on any account 
which I may care to take on. . E. FROST, P. O. Box 3216, West 
Palm Beach, Florida. 





MANUFACTURERS’ Agent and distributor with competent sales 
force is desirous of connecting with progressive manufacturers marketing 
merited lines for New York and Eastern, States Territory. Have men 
covering department stores, chain shops. Good accounts only. Represent 
on commission basis only. Responsible, Reliable. ENTERPRISE SALES 
COMPANY, 1547 Broadway, New York City. 





EXPERIENCED salesman now calling on large hardware, lumber, 
oil and industrial trade in Oklahoma and Southern half of Kansas, wishes 





to broaden out his lines and desires direct factory connections. Commis- 
sion basis. Territory is worked energetically and regularly. References 
given. Address W. N. L., 507 Duck St., Stillwater, Okla. 

CHICAGO District Distributor Selling Industrial Plants, wants to 


add to present supply lines. Requires high grade items on exclusive ter- 
ritorial arrangement. Can buy outright, carry stock or sell on a_com- 
mission basis. Address Box 7376-A, care of HARDWARE AGE, Otis Bldg., 
Chicago, Ill. 





MANUFACTURERS’ Representative, with warehousing facilities and 
following among the jobbing and industrial trade, desires good hardware 
line for Illinois, Indiana and Wisconsin. Address Box 1-793, care of 
HarpwareE AcE, New York City. e 








SALESMAN with ability and mature judgment to handle meritorious 
lines for the Twin City jobbing trade. Address Box 1-794, care of 
Harpware Ace, New York City. 
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CLASSIFIED OPPORTUNITIES 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 














WANTED — — 


Specialty Salesman calling on Hardware Dealers and Depart- 
ment Stores to handle very profitable side line. Write for 
details. Give full particulars as to lines now carried and 
territory covered. 


Address Box 1-790 c/o Hardware Age, New York City 

















SALESMEN calling regularly on hardware jobbers and larger dealers 
poe department stores to sell highest quality sharpening stones—Pocket 
and Desk Hones, Kitchen Knife Sharpeners, Scythe Stones, Oil Stones 
and Grinder Wheels—as side line on commission basis. Quick sellers and 
repeat. Few light samples. Prices that will get the business. GOODRICH, 
1500 Madison, Chicago, III. 








EXCEPTIONAL OPPORTUNITY for Salesmen calling on Housefur- 
nishing Trade to introduce NEW STAINLESS ENAMELWARE Kitchen 





Utensils. Several territories still open. Commission basis. Give qualifica- 
tions and references first letter. THE STRONG MANUFACTURING 
COMPANY, SEBRING, OHIO. 

WANTED—A resident commission salesman for the sale of a_ well 


Hardware in States of Texas and 


known line of Locks and Builders’ 
care of HarpWareE AGE, 


Oklahoma. Address with references Box 1-798, 


New York City. 


MANUFACTURER of Hickory Tool Handles wishes to appoint agents 
throughout the country and Canada for sale to wholesale hardware and 
mill supply jobbers. We manufacture full line including axe, sledge, 
pick, hammer, hatchet handles, etc. Give reference. Address Box 1-796, 
care of HARDWARE AGE, New York City. 








ROPE SALESMEN WANTED—100 per cent pure Manila rope. ise 
Ib. basis. Fast selling side line, five per cent commission. UNI 
FIBRE COMPANY, 82 South Street, New Y« ork City. 








SALESMAN WANTED-—Side line, to sell high grade line of toy a acne 
vehicles to hardware dealers, retail hardware and furniture stores. Liberal _.LLUSTROUS Aluminum Stove. Pipe beautifies a gas stove, and lasts a 
commission on sales in exclusive territory. P. O. BOX No. 511, Sheboygan, life-time. Every stove dealer a a Territories open. McCarthy 
Wisconsin. Mfg.. Co.. Pear Ave.. Cleveland. 








TELL YOUR NEEDS TO THE WHOLE 
WORLD OF HARDWARE 


Secure a Position, Locate MSalesman or Representative, Hire 
an Employee, Choose a Partner, Sell a Business, Rent a Store, 
or Profit to the Fullest by your share of Business Opportunities 


Make your wants known in the 


CLASSIFIED ADVERTISING SECTION 


HARDWARE AGE 


of 














isn t it? 





SALES REPRESENTATIVES WANTED 


In a recent issue of this paper under the classification 
of ‘Sales Representatives Wanted" were twelve dif- 
ferent advertisements for salesmen calling on the re- 
tail hardware trade. 


It looks as if hardware concerns knew where to “go 
for hardware salesmen, doesn't it? 


And by this same reasoning it looks as if these con- 
cerns reckon that men know where to ‘‘go' 
these opportunities. 


It's a good paper that serves the trade 
Try it and see. 


HARDWARE AGE, 239 West 39th St, New York 
“Classified Opportunities Section” 


to find 


‘**both ways, 
Address— 
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Many a man is 
like atack... 


Why? — useful if headed in 

the right direction—but ca- 

pable of going only as far 
as his head will let him. 

















Customers will use their 

heads to come back to your 
store if you carry Atlas 
Tacks and Small Nails. 


They will remember these 
clean cut, serviceable items 
.. . available in both quality 
and price range. Ask your 
jobber for them by name. 


ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. ST. LOUIS, MO. 































High carbon steel and 


woven construction 
make Skyscraper 
stronger. Solid ap- 


pearance and reason- 
able price make it 


mee easier to sell. Its 
knockdown form in 
separate cartons 
makes it easier to 


stock and ship. 


Sizes and types for 
every need—and a 
real profit for you. 





Homes, Stores 
Factories and 
Institutions 


Ask your jobber or 
write to us. 


EASTERN NAIL COMPANY 
170 Union Avenue, Providence, R. I. 
California Representatives 


PACIFIC SALES COMPANY 
718 Mission Street, San Francisco, Cal. 














DOMES 


Better Than Casters 
Slide Softly—Silently—Smoothly 


Seventeen years of constant sliding service 
without a complaint 








OUR PACKAGE 


10c 
Set of 
4 





APPLYING 


Look for Name Inside Each Dome 


If your Jobber cannot supply you—write us direct. 


INCORPORATED 


21 Pearl Street New York City 





DOMES of SILENCE 











Greater Hack 
Saw Profits! 


The Wolves of Lenox, known 
to your customers and pros- 
pects as the rugged clear-cut- 
ting, slashing Hack Saws with- 
out equal, are ready and eager 
to boost your profits and to 
bring you new customers. They 
are attractively packaged in 
plaid and backed by a strong 
sales plan. 


rs : tee 
BRR dae 


RORY 


Get the details today. 


“The Tools In the Plaid Box.” 
American Saw & Mfg. Co. 
Springfield, Mass. 
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THE GREATEST SELLING 





A shackle that wrecks the jaws 
of a three-foot bolt cutter, ruins 
the face of a hacksaw, and is merely 
polished by the  sturdiest files! 
That’s the shackle of a Hurd Pad- 
lock! Hurd — Cutter-Proof — 


impregnable — the greatest name 


in locks. 
Branch Offices 

Peterson Bros.........«. 104 Walker St., New York City 
Ae | aren eo rere tr ee eo McGuffey, Ohio 
Lee H. Ingraham..1411 So. Michigan Ave., Chicago, III. 
Charles L. Lewis....703 Market St., San Francisco, Cal. 
Gillette & McLaren, Inc....53 Fourth St., Portland, Ore. 
Ben B. Weldon....711 Mutual Bldg., Kansas City, Mo. 

P: HUE Lockbuilder 



















Hurd Snap Locks (No. 300 
line) have Pin Tumbler Key 
Mechanism, the best-known safe- 
guard against picking. The lock 
bodies are machined from SOLID 
BAR BRONZE. No hammer can 
shatter it. Can be master-keyed 
and grand-master-keyed. 


A satisfying variety of sizes and 
shapes—a gratifying seller. 


Branch Offices 
In Canada 


Richardson & Bureau, Ltd., 129 St. Peter St., 
Montreal, Que, 
Export Office 
American Steel BExport Co., 535 Fifth Ave., 
New York, N. Y. 
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100% Pure cannet 





wow WHAT YOU BUY 
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Changing 
) VARNISH MERCHANDISIN 





HEN you sell Varnish to your customers, do 
you know what is in the can that you recom- 
mend? If you sell Martin’s 100% Pure Var- 
nish, you do know, and your customers know, for the 
formula is printed on every can, Your reputation for 
selling the BEST in Varnish rests securely on the 
Pure Fossil Gums, Pure Vegetable Oils, Pure Tur- 
pentine (no benzine and no rosin) in the Martin’s 


100% Pure Can. 


NO BENZINE-—-NO ROSIN 


MERCHANTS, CONSUMERS and PAINTERS 
are requiring better Varnish value each year. The 
average buyer does not care to pay high prices for fin- 
ishes made wholly or partly from substitute materials. 
We invite inquiries from progressive merchants who 
are interested in securing the agency for the “Sterling” 
trade marked 100% Pure Quality Varnish. 


“Know What You Buy” 









